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I
I just about choked on my tea this 

morning after doing a quick Google 
search of the term social media. Under 
the auspices of Wikipedia, the search 
result declared that “the term Social 
Media refers to the use of [female 
anatomy]-based and birth control 
technologies to turn communication 
into an interactive dialogue.”

The great irony, of course, is that 
the wag who tweaked the wording 
from web and mobile, respectively, was 
cashing in on the very way social media 
works. So, if whoever-this-was decided 
social media’s defining characteristic 
should revolve around birth control, 
suddenly, as Stephen Colbert once put 
it, it was “fact” — until someone more 
reasonable caught it and changed it 
back. 

From a linguistic perspective, of 
course, if enough people start thinking 
a word means a certain thing, even if 
it’s because the class clown decided to 
mess with everyone, then eventually, 

the dictionaries do change. Because 
words take on meaning as a culture 
uses them. In a virtual world, things just 
spread faster, especially in environments 
like Wikipedia where descriptions of 
fact and fiction are open for anyone to 
reinterpret. 

Which is why up-to-date, reliable 
translation is essential. Thus, in our 
industry focus, Madalena Sánchez 
Zampaulo discusses translation for 
social media, with some help from 
a sidebar by Louise Law. S. Mitchell 
Donaldson reports on promoting luxury 
goods in China with social media, and 
Rebecca Ray interviews HootSuite’s 
Dave Olson about the company’s 
crowdsourced translation project — a 
subject Rebecca Petras takes up with a 
quick look at four other organizations 
that are localizing using community 
translation. Arancha Caballero offers 
a sidebar on using social media for 
marketing purposes, but not before 
Mohamed Attia recounts some of the 

details of the Arab Spring and how 
social media was used in it. 

We have a core focus in this issue 
as well, on writing for translation, 
and we have two articles to go under 
its heading: one by Nicole Keller 
on creating translation-oriented 
source documents and another 
by Peter Argondizzo on variables, 
cross-references and conditional 
text. Additionally, Terena Bell shares 
thoughts on project management for 
languages of limited diffusion, Lori 
Thicke interviews Salvatore Giammarresi 
of Yahoo!, Kate Edwards discusses 
crowdsourcing for cultural relevance, 
John Freivalds talks about different 
electrical standards worldwide, and 
Silvio Picinini offers a brand-new 
acronym in the Takeaway.

If you like any of them, feel free to 
mention them via your social media 
portal of choice. For myself, I still sort 
of like the feel and solitude of the paper 
copy.  W

Variations on social media
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Having attended professional language 
industry conferences originally as a student 
and then as a professor chaperoning stu-
dents, I see enormous benefits for scholars 
who participate. In the words of various 
students who have attended conferences 
organized by Localization World or the 
American Translators Association (ATA), here 
are the benefits of a professional conference 
experience. 

1. Networking. “One of the most valuable 
parts of [the conference] was just talking to 
people, asking questions, and getting a feel 
for the industry, which is not something 
that can be taught as effectively in the 
classroom,” observed Brigham Young Uni-
versity (BYU) undergraduate Dana Kendall. 

2. Professional communication develop-

ment. “At first, it was awkward to just try to 
meet people,” admitted BYU undergraduate 
Rob Tobler, who gained a little confidence 
and experience talking to professionals. 
“[Eventually] I simply asked people what 
they did and how they got where they were 
— a great way to get them talking.” 

3. Research ideas. “I don’t think there is 
any better way to immerse yourself in the 
industry,” said BYU undergraduate Tom Call 
in a recap video of the 2010 ATA Confer-
ence. “[It helps if] you realize there are many 
facets to the business,” said BYU Spanish 

translation student Carol Ann Mercier. Such 
immersion and exposure can help students 
develop additional ideas for their own re-
search papers and presentations. 

4. Educational presentations. “The knowl-
edge I gained about the industry from that 
event helps me daily in my job as a localiza-
tion coordinator,” reported Jeff Beatty about 
his previous conference experience as a BYU 
Spanish translation student. 

5. Reality check. Many students have 
called these conferences a “reality check,” 
especially when still exploring their career 
options. A professor once recommended to 
a particular student that he should not at-
tend Localization World because he might 
be “a babe in the woods,” with topics way 
over his head; however, the student truly 
welcomed and benefited from the eye-
opening experience. 

6. Employment. “I was offered two jobs,” 
said one of many undergraduate students 
who saw employment opportunities spring 
directly from conference attendance. Others 
have at least learned what skills they must 
develop to become more employable. 

7. Internships. “[One professional I met 
at the conference] was very happy to offer 
ideas about potential internships,” said 
Monterey Institute graduate student 
Tyson Shelley, who was pleased to find 

opportunities that his classmates 
would not spot until a career fair 
months later. “On the second day, 
he unexpectedly approached me 
at lunch and informed me he had 
found a local company that was 
looking for interns.” 

8. Personal brand development. 
“Ever since I came back from the 
conference, I have been working 
on my personal brand,” commented 
one Spanish translation student, 
after learning how she needed to 
better portray herself to potential 
employers. 

9. Career direction. “This con-
ference helped me realize what I 
really want to do in the translation indus-
try,” said Kent State University doctoral 
student Elizabeth Nenque. “I think every-
one considering going into translation or 
interpretation should attend.” 

10.  Enthusiasm. “I decided to come to this 
conference because I want to be a transla-
tor. It’s just really cool to be with a bunch 
of people who are passionate about the 
same thing as me,” said Elsbeth Rozanski, a 
recent graduate of University of Colorado 
at Boulder, in a recap video of the 2010 ATA 
Conference. 

— Adam Wooten, Lingotek

Translation students share ten benefits of professional conference attendance

Triennial FIT World Congress held in August

The International Federation of Trans-
lators (FIT) combines more than 100 as-
sociations of translators, interpreters and 
terminologists under its auspices. The 
very structure of the FIT may not make 
it a particularly agile body, but its World 
Congress organized by the American 
Translators Association in San Francisco, 
August 1-4, 2011, was a lively and reward-
ing event. The 630 participants from more 
than 40 countries who came together for 
the triennial congress presented a colorful 
tapestry of language professionals that is 
rarely seen here in the United States. The 
large delegations from China and Europe, 
including a number of European Union of-
ficials from the different language-related 
Directorate-Generales, allowed for particu-
larly high-level and enriching contacts.

Though it was frustrating that a large 
number of sessions were cancelled on 
sometimes extremely short notice, the 

sessions that were presented were often of 
high quality, ranging from literature trans-
lation and consecutive and simultaneous 
interpretation to copyright issues and 
machine translation.

In one session of particular interest for 
translation technology and standards, 
Brigham Young University’s Alan Melby 
announced the Linport project. Linport 
— short for the Language Interoper-
ability Portfolio — is a package standard 
that enables the exchange of translation 
data as well as project-specific metadata. 
This project is presently supported by the 
Directorate-Generale for Translation of the 
European Commission and a group that 
was formed after the demise of LISA a few 
months ago.

The next FIT Congress will be held in 
Berlin in 2014.

— Jost Zetzsche, 

International Writers’ Group

Photos courtesy of Jørgen Christian Wind 
Nielsen, Wind Kommunikation, Denmark.
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Iwóka rebrands
Iwóka Translation Studio, a company 

that provides linguistic services exclusively 

to the wind energy and naturopathic medi-

cine sectors, has officially launched a new 

logo and website.

Iwóka Translation Studio  

www.iwokatranslation.com.ar

Pole To Win Europe
Pole To Win America, Inc., a game testing 

and localization company, has established 

Pole To Win Europe, a new base of opera-

tions located in London.

Pole To Win America, Inc.  

www.poletowinamerica.com

Sajan granted technology patent
Sajan, Inc., a provider of language transla-

tion technology and services, has announced 

that the United States Patent & Trademark 

Office has granted the company a language 

translation technology patent on technology 

that incorporates the added dimension of 

context into a multilingual repository.

Sajan, Inc. www.sajan.com

Octopus Translations
Translations House International, a trans-

lation and localization firm, has changed its 

name to Octopus Translations. The new en-

tity is ISO 9001 certified and has chosen to 

implement an integrated version of memoQ 

server into its management system.

Octopus Translations  

www.octopustranslations.com

TransPerfect now in São Paulo
TransPerfect Translations, Inc., a provider 

of language services, has opened an office 

in São Paulo, Brazil. The company now has 

more than 70 offices on five continents.

TransPerfect Translations, Inc. 

www.transperfect.com

OmniLingua Germany now nlg GmbH 
OmniLingua Germany GmbH, a language 

services provider, has rebranded itself under 

the name nlg GmbH. The company will pro-

vide globalization services to clients in the life 

science, automotive, manufacturing, energy 

and power generation industries.

nlg GmbH www.nlgworldwide.com

People

Recent industry hires
 ■ LinguaSys, Inc., a translation software 

company, has hired Meta Brown as general 

manager of its analytics division.

 ■ Congree Language Technologies GmbH, 

a supplier of technology for authoring assis-

tance, has hired Ursula Reuther as account 

manager.

 ■ WhP, a localization company, has hired 

Petra Bendikova as operations manager at 

its office in Bratislava, Slovakia.

 ■ Milengo Ltd., a provider of language 

services, has hired previous translation agency 

owner Katalin Orban as operations manager. 

Valarie Badame has been hired as marketing 

coordinator.

 ■ SOPHIA, Language Service Ltd., a 

provider of language services specializing 

in translations for the power industry, has 

hired Jiri Zibura as a vendor and quality 

assurance manager.

LinguaSys, Inc. www.linguasys.net

Congree Language Technologies GmbH  

www.congree.com

WhP www.whp.net

Milengo Ltd. www.milengo.com

SOPHIA, Language Service Ltd.  

www.sophia-cb.cz/en

Resources

Okapi Framework  
translation resource connectors

The Okapi Framework is a set of interface 

specifications, format definitions, compo-

nents and applications that provides a cross-

platform environment to build interoperable 

tools for the different steps of the translation 

and localization process. Translation resource 

connectors are available to provide access 

to different local or remote translation re-

sources such as machine translation engines, 

translation memory servers and terminology 

databases.

Okapi Framework Project  

http://okapi.opentag.com

Latest market research reports 
from Common Sense Advisory

Common Sense Advisory, Inc., an inde-

pendent market research firm specializing 

in the language services industry, has 

released new reports. “How to Excel as a 

Globalization Champion” provides specific 

strategies and tactics to enable leaders to 

do away with the roadblocks that prevent 

their firms from implementing globaliza-

tion as a business process up, down and 

across their organizations.

The report “Trends in Telephone Inter-

preting” concentrates on trends and com-

panies in the North American market with 

a strong focus on the United States.

Common Sense has also posted a list-

ing on its blog of the 18 language service 

providers that appeared on Inc. magazine’s 

annual list of the 5,000 fastest-growing 

private companies in the United States.

Common Sense Advisory, Inc.  

www.commonsenseadvisory.com

Process
Level

99

Next 
Project

Plunet BusinessManager 

The Management Solution for the Translation Industry

www.plunet.net

BusinessManagement 

makes the Difference 
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Products and Services

Kenaz targets North America
Kenaz Translation Company has begun 

offering its full suite of services targeted to 
the needs of North American clients, includ-
ing customized specialty services such as 
international brand consultation, linguistic 
course development, certified translations, 
voice-overs and interpreting.
Kenaz Translation Company  

www.kenaztranslation.com

Tautona NLP platform
MIIA Holding Ltd., a search and analysis 

software company, has unveiled a new 
natural language processing (NLP) platform 
called Tautona that is able to search data-
bases filled with structured and unstruc-
tured information by understanding the 
meaning of both the request and the stored 
information. The platform is fully crosslin-
gual, allowing questions to be asked in one 
language while the search is conducted in 

another or multilanguage database.
MIIA Holding Ltd. www.miiatech.com

MadCap Lingo 5
MadCap Software, Inc., a multichannel 

content authoring company, has released 
the next iteration of its flagship product 
 — MadCap Lingo 5. New features include 
FrameMaker import/export and XLIFF docu-
ment support.
MadCap Software, Inc.  

www.madcapsoftware.com

FluencyFlow
Western Standard, a provider of elec-

tronic research and translation tools, has 
created FluencyFlow, a browser-based web 
environment that enables clients, project 
managers and service vendors to work to-
gether online on a translation project.
Western Standard www.westernstandard.com

CMSwithTMS
Globalme Localization Inc., a language ser-

vices provider, has developed the open-source 

translation plugin CMSwithTMS. The plugin 
enables multilingual publishing by connect-
ing GlobalSight with content management 
systems such as Drupal and WordPress.
Globalme Localization Inc. www.globalme.net

Lingvo x5
ABBYY USA, a developer of language 

software and document recognition and 
forms processing technologies, has re-
leased Lingvo x5. The new version offers 
translations of words and phrases in up to 
20 languages, intelligent word lookup and 
instant translations within any application.
ABBYY USA http://abbyyusa.com

Hybrid machine translation solution
Science Applications International Cor-

poration, a scientific, engineering and tech-
nology applications company, has designed 
a hybrid machine translation (MT) solution. 
The technology combines statistical MT and 
rule-based MT.
Science Applications International  

Corporation www.saic.com
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Keyman Desktop 8.0
Tavultesoft Pty Ltd., a developer of key-

board mapping software, has released Key-
man Desktop 8.0. Enhancements include 
Language Switcher for swapping languages 
and keyboards, and the new version is com-
pliant with Unicode 6.0.
Tavultesoft Pty Ltd. www.tavultesoft.com

STREAM
TranslateMedia, a digital document trans-

lation provider, has introduced the updated 
version of its web-based translation plat-
form. STREAM (Secure Translation, Review, 
Editing, Approval and Memory) is designed 
to simplify integration with other web service 
platforms, such as enterprise content man-
agement, e-learning, web content manage-
ment and document workflow.
TranslateMedia www.translatemedia.com

uTest adds security and  
localization testing services

uTest, Inc., a software testing services 
company, has added security and local-
ization  testing to create a suite of on-
demand testing services for companies’ 
web, desktop or mobile applications.
uTest, Inc. www.utest.com

XTRF CRM module
XTRF Translation Management Systems has 

developed a customer relationship manage-
ment (CRM) module to support the opera-

tion of translation companies and corporate 
departments in all aspects of their activities.
XTRF Translation Management Systems 

www.xtrf.eu

memoQ 5
Kilgray Translation Technologies, a devel-

oper of translation productivity tools, has 
released the fifth generation of memoQ 
Translator Pro and Server. Updates to both 
products have been designed to assist in 
the audit trail and translation workflow 
with versioning, track changes, X-Translate 
and post translation analysis.
Kilgray Translation Technologies 

www.kilgray.com

GPI expands desktop  
publishing services

Globalization Partners International (GPI), 
a provider of website, software and docu-
mentation translation services, has expanded 
its desktop publishing services and teams to 
provide more consulting and training for 
Adobe Technical Communication Suite and 
other Adobe products.
Globalization Partners International  

www.globalizationpartners.com

SDL EasyTranslator
SDL, a provider of global information 

management solutions, has announced a 
beta version of SDL EasyTranslator, a desk-
top application that gives users the ability 

to instantly translate any text from e-mails, 
documents or web pages automatically 
into more than 60 languages. In addition to 
the text translation, multilingual chat lets 
users chat across languages with anyone, in 
any location.
SDL www.sdl.com

Transifex updates
Indifex, developers of translation technol-

ogy, has updated Transifex — a web-based 
hub for translations in 271 languages. New 
features include quality control tools and 
support for Ruby on Rails, iOS and Android 
applications.
Indifex www.indifex.com

Foreign Staffing, Inc.
Foreign Translations, Inc., a translation 

services firm, has created Foreign Staffing, 
Inc. (www.foreignstaffing.com). The new 
service is a staffing and recruiting firm 
specializing in the permanent placement 
of bilingual personnel.
Foreign Translations, Inc.  

www.foreigntranslations.com

multilingualbuzzmonitor.com
TranslateMedia, a provider of digital docu-

ment translation, has launched www.multi 
lingualbuzzmonitor.com, a website service 
that collates, monitors and analyzes refer-
ences to a brand and product names from 
online sources around the world.
TranslateMedia www.translatemedia.com

ACP Traductera adds languages
ACP Traductera, s.r.o., a translation and 

localization company, has added Arme-
nian and Georgian to its range of target 
languages. Services are provided by native 
speakers experienced in using computer-
assisted translation tools and with several 
years of translation experience in the vari-
ous fields of expertise. 
ACP Traductera, s.r.o. www.traductera.com

Semantex 5.0
Janya, a provider of semantic analysis tools 

and solutions, has released Semantex 5.0. 
New features include improved language 
support, broader support for office document 
formats and semantic web support.
Janya www.janya.com

Clients and Partners

Lingotek translated for FamilySearch
Lingotek, a collaborative translation tech-

nology  developer, has signed an agreement 
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American Translators Association

Boston, Massachusetts       October 26-29, 2011       Marriott Copley Place

Connect with over 1,800 colleagues from throughout the U.S. and around the world.

Build potential partnerships and begin relationships that will help you personally and professionally.

Renew your motivation by meeting people with similar interests and sharing your experiences.

Get the education you need by choosing from 175 sessions featuring a variety of languages, topics, and skill levels.

Discover the lessons learned from colleagues who have dealt with the exact problems you are currently facing. 

Be inspired and challenged to consider new ideas.

Learn more and register at www.atanet.org/conf/2011

Make Your Own History

52nd Annual Conference

with genealogy organization FamilySearch 
to provide technology to translate histori-
cal documents so that users can find family 
members using their native languages.
Lingotek www.lingotek.com

Intermountain Healthcare chooses 
Western Standard technology

The Fluency Translation Suite from Western 
Standard, a provider of electronic research 
and translation tools, has been chosen by 
Intermountain Healthcare, a global system of 
hospitals and associated health care facilities.
Western Standard www.westernstandard.com

CLS signs terminology  
agreement with IFRS Foundation

CLS Communication AG, a multilingual 
communication services provider, has 
signed an agreement that allows CLS to 
use IFRS terminology in 31 languages. The 
IFRS Foundation was founded to develop 
a single set of enforceable and globally 
accepted international financial reporting 
standards (IFRSs) through its standard-

setting body, the International Accounting 
Standards Board.
CLS Communication AG  

www.cls-communication.com

IFRS Foundation www.ifrs.org

International Communication by 
Design granted GSA contract

International Communication by Design, 
Inc., a language services provider, has been 
granted a General Services Administration 
(GSA) contract. Categories falling under 
contract GS-10F-0245X include transla-
tion, desktop publishing/formatting and 
transcription services.
International Communication by Design, Inc. 

www.icdtranslation.com

CNGL collaborates with Vocalytics
The Centre for Next Generation Localisa-

tion (CNGL) and voice technology start-up, 
Vocalytics, have announced that they are to 
collaborate on the development of advanced 
speech analytics systems. The Vocalytics 
vision is to help anyone become a better 

speaker through technology and analysis.
Centre for Next Generation Localisation 

www.cngl.ie

New clients for Interpreting 
Services International

Interpreting Services International, Inc., a 
language services provider, has been selected 
by Best Buy, Modern Luxury Media, PADI and 
ToughBuilt to provide product and docu-
ment translation services.
Interpreting Services International, Inc., 

www.isitrans.com

Awards and Certifications

iDISC awarded ISO 9001  
quality certification

iDISC Information Technologies, S.L., a 
provider of multilingual communication 
solutions, has received ISO 9001 quality 
certification for web solutions development 
and language services.
iDISC Information Technologies, S.L.  

www.idisc.es
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www.star-group.net

STAR Group – 
Your reliable 

Partner for

Documentation, 
Translation &

Publishing.

Featured Webinars

Recently Archived

Best Practices for Indexing Online Help
60 minutes

MadCap Software, Inc.  

www.madcapsoftware.com/demos/webinars.aspx

Optimizing the Process of Language Quality Assurance
57 minutes

Moravia Worldwide, http://bit.ly/ppvIsw

Multimedia Localization
55 minutes

Moravia Worldwide, http://bit.ly/ndmeWq

Product Brand Culturalization
60 minutes

Lingoport, www.lingoport.com/webinars/product-brand-culturalization

Quality Assurance with Across Language Server 
60 minutes

Across Systems GmbH 

www.across.net/en/form-webinar-request-QA-110629.aspx

Standards Initiative Update
60 minutes

Globalization and Localization Association 

www.gala-global.org/node/46287

TM Revolutions: Introducing TM Repository (for LSPs)
60 minutes

Kilgray Translation Technologies, http://kilgray.com/webinars/tm- 

revolutions-introducing-tm-repository-lsps-1500-cest-1

Strategies for Choosing a Language Service Provider
60 minutes

Lionbridge Technologies, http://bit.ly/pUxu0d

October

How to Minimize or Eliminate In-country Reviews
October 12, 2011

FX Conferences/ForeignExchange Translations, http://bit.ly/ru9oos

Healthcare Interpreter Certification: Just the Facts
October 13, 2011

American Translators Association, www.atanet.org/webinars/ 

ataWebinar99_interpreter_certification.php

Quality Assurance
October 13, 2011

ATRIL, www.atril.com/en/node/3929

Successful Translation Management with Plunet
October 18, 2011

Plunet GmbH, www1.gotomeeting.com/register/278020720 

Change, Trust, Collaboration:  
Adapting to Single Source Technologies

October 19, 2011

Society for Technical Communication, http://bit.ly/rrTdt6

International On-line Conference  
in Translation and Interpreting Studies

October 21, 2011

Centre for Translation, Interpreting & Intercultural Studies 

University of Salford, http://virtual-doc.salford.ac.uk/octis/

November

Game Culturalization 101:  
Introduction and Fundamentals

November 9, 2011

The Localization Institute, www.localizationinstitute.com/index 

.cfm?SEMINAR_CAT_ID=13#session1

Evaluating Open-Source Content Management Systems
November 9, 2011

Society for Technical Communication, http://bit.ly/qCTXJ1

December

Game Culturalization 201: Methodology and Tutorial
December 7, 2011

The Localization Institute, www.localizationinstitute.com/index 

.cfm?SEMINAR_CAT_ID=13#session2

Interested in more  
industry-related events? 

Check out our online calendar at 

www.multilingual.com/calendar 

And follow us on
www.twitter.com/ 
multilingualmag

www.facebook.com/ 
multilingualmagazine
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October

35th Internationalization & Unicode Conference
October 17-19, 2011, Santa Clara, California USA.

Object Management Group, www.unicodeconference.org

CLA’11
October 17-19, 2011, Jachranka, Poland.

Polish Information Processing Society, www.cla-conf.org

tcworld 2011 — tekom
October 18-20, 2011, Wiesbaden, Germany.

tekom, www.tekom.de/tagung/tagung.jsp

Statistical MT: 10 Years of Innovation and a Look Ahead
October 20, 2011, Mountain View, California USA.

IMUG, http://events.imug.org/events/29950151/?eventId= 

29950151&action=detail

Language Show Live
October 21-23, 2011, London, UK.

Upper Street Events Ltd., www.thelanguageshow.co.uk

DITA Fest 2011
October 25-26, 2011, Santa Clara, California USA.

SDL, The Content Wrangler, www.sdl.com/en/sites/ditafest_2011

Languages & Business
October 26-28, 2011, Berlin, Germany.

ICWE GmbH, www.sprachen-beruf.com/pages/en/index.php

52nd ATA Conference
October 26-29, 2011, Boston, Massachusetts USA.

American Translators Association, www.atanet.org/conf/2011

IGDA Leadership Forum
October 27-28, 2011, Los Angeles, California USA.

International Game Developers Association  

www.igda.org/leadership/us201/about/

GLoCALL 2011
October 27-29, 2011, Manila, Philippines.

Globalization and Localization  

in Computer-Assisted Language Learning, http://glocall.org

7th International Postgraduate  
Conference in Translation and Interpreting

October 28-30, 2011, Edinburgh, Scotland.

Dublin City University, Heriot-Watt University,  

University of Manchester, University of Edinburgh, www.ipciti.org.uk

November

TIA 2011
November 8-10, 2011, Paris, France.

Multilingual Engineering Research Centre of INALCO 

http://tia2011.crim.fr/Home.html 

ELIA Networking Days Athens
November 10-12, 2011, Athens, Greece.

European Language Industry Association 

www.elia-association.org/index.php?id=ndathens 

LavaCon 2011
November 13-16, 2011, Austin, Texas USA.

LavaCon, Inc., www.lavacon.org 

User Experience Design for Emerging Markets
November 17, 2011, San Jose, California USA.

IMUG, http://events.imug.org/events/29994541/?eventId= 

29994541&action=detail 

Translating and the Computer 33
November 17-18, 2011, London, UK.

Aslib - the Association for Information Management. 

www.aslib.com/training/conferences/tc_2011/index.htm 

Text-Process-Text
November 17-19, 2011, Stockholm, Sweden.

Stockholm University, University of Oslo, University of Bergen  

www2.tolk.su.se/tpt2011/nov.html 

OpenMT-2 Workshop on Using  
Linguistic Information for Hybrid MT

November 18, 2011, Barcelona, Spain.

OpenMT-2, http://ixa2.si.ehu.es/lihmt2011/ 

1st Annual International Conference  
on Cultures and Languages in Contact

November 23-24, 2011, El Jadida, Morocco.

The Moroccan Culture Research Group, http://bit.ly/mUx0P4

LTC 2011
November 25-27, 2011, Poznan, Poland.

ELRA, Adam Mickiewicz University, www.ltc.amu.edu.pl 

Gilbane Boston 2011
November 29-December 1, 2011, Boston, Massachusetts USA.

Lighthouse Seminars/Gilbane Group, http://gilbaneboston.com 

December

AGIS ‘11
December 1-2, 2011, Addis Ababa, Ethiopia.

UNECA, LRC, CDAC, http://www.agis11.org 

SITAU 2011
December 14-15, 2011, Granada, Spain.

Tracce, Translation and Interpreting Department,  

University of Granada, www.sitau2011.com/SITAU/SITAU2011.html 

February 2012

Intelligent Content 2012
February 22-24, 2012, Palm Springs, California USA.

The Rockley Group, www.intelligentcontentconference.com 
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I
In May 2011, MultiCorpora announced 

its next-generation product, MultiTrans 
Prism. The company showcased Prism 
at the Localization World Conference in 
June, and at the time of this writing in 
August, MultiCorpora has begun a con-
trolled release of the Prism product line 
to key customers. By the time this arti-
cle appears in October, Prism should be 
available for general release. 

MultiTrans Prism is positioned as a fully-
featured translation management system (TMS). 
Combining features from the latest release of 
MultiTrans, upgraded server technology, and 
the translation project management technology 
acquired from Beetext, MultiTrans Prism now 
brings together the three vital components of TMS 
technology: project management (PM), transla-
tion memory (TM) and terminology management. 
While the guiding concept of Prism is that the 
whole package is greater than the sum of its parts, MultiCorpora 
stresses that the parts can also function independently. The PM 
component that is the subject of this review is the best example 
of independent functionality; MultiCorpora continues to sell it 
on a standalone basis in the market segment formerly addressed 
by Beetext.

Because just six months ago I reviewed the MultiTrans TextBase 
TM component that was folded into the Prism release (MultiLin-
gual #119 April/May 2011), I will concentrate the focus of this 

article on how the product components integrate 
with one another, following a project from initial 
request to delivery.

To set the stage, let’s envision a business with 
an in-house project manager and several in-house 
translators that outsources 60% of its translation 
projects. For this discussion, we will restrict the 
scope to just several steps. We will not include pro-
cess steps such as revision and quality assurance.

Translation projects usually begin with a request 
for services from a customer via a web portal that 
is called an Online Request Form in Prism. The 
form captures all the necessary data required 
for the project, including who the requestor is, 
what languages are required, the actual source 
language documents, reference documents, plus 
invoicing, delivery data and any special instruc-
tions. Online Request Forms may be configured 
and customized to suit particular customers by a 
Prism system administrator. For example, if a cus-
tomer frequently requires a particular language 
combination or a certain project manager, these 

may be configured as the default. Specific translation workflows 
may be defined as well and associated with the customer, the lan-
guage combination or other recurring project attributes. As soon 
as the customer defines the attributes and sends the translation 
request into the system, the predetermined unique workflow can 
automatically kick in to transport the project through the process.

We will now switch our view to that of the project manager 
(Figure 1). A project manager automatically receives a notification 
that a request has been initiated by the customer. At this point, 
if a workflow that corresponds to the attributes of the project is 
already in place and associated with the customer, some tasks may 
have already been triggered automatically. Some of these are Flow 
Machine Tasks. Currently, there are three such tasks available for 
workflows: Analysis, Pretranslation and Export from XLIFF. This 
means that if a translation request is issued outside of working 
hours or while the project manager is otherwise occupied, some 
of the project preparation work will already be finished. Prism 

MultiTrans Prism

Reviewed by Angelika Zerfaß

Tightly integrated full-featured translation management system 

Angelika Zerfaß holds a degree in translation 

from the University of Bonn. She worked at the 

Japanese Embassy in Bonn, Germany, before 

joining TRADOS in 1997. Since 2000, she has 

worked freelance as a trainer and consultant 

for translation tools and related processes.

MultiTrans Prism entry level 
server starts at $8,000. 
Software licensing ranges 
from SaaS to perpetual rights. 
Expandable server-based 
configuration varies based on 
number of users and add-
on options. Client system 
requirements: Windows XP 
(SP3), Windows Vista, Windows 
Internet Explorer 7 or higher; 
Mozilla Firefox 3.6.8 or higher.
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offers a choice of two background file for-
mat technologies for pre-processing files: 
either Microsoft Word or XLIFF, which can 
be used directly in the Prism XLIFF Editor 
or in another computer assisted transla-
tion tool of the translator’s choice as long 
as the tool adheres to the XLIFF standard.

If no workflow has been associated with 
the customer in advance, the project man-
ager may now either apply a pre-existing 
one or create a customer workflow from 
the request. A typical workflow might 
include steps such as analysis, pretransla-
tion, translation, editing, proofing, regen-
eration of the original document format 
from the intermediate XLIFF, validation, 
final delivery and TextBase updating. Of 
these, translation, editing, proofing, vali-
dation and final delivery require human 
interaction. Analysis, pretranslation, regen-
eration and TextBase updating can be 
automated if MultiTrans Prism is operating 
in the background as the server solution.

Pretranslation in Prism transfers full and 
fuzzy matches as well as terminology from 
the TextBase TMs and TermBases, and 
when a subsegment match is found in the 
source text, it will be highlighted (Figure 2). 
This allows translators to leverage Multi-
Trans’ Fetch from Web functionality to 
retrieve subsegment translation suggestions 
from the server-based TMs if they so desire. 

An additional option for pretranslation is 
to consult publicly-available memory stores 
or machine translation to retrieve segment 
matches that are not found in its own  

TextBase TM. In this way, it is possible to 
output a completely pretranslated docu-
ment that either complies with the “good 
enough” standard or can be post-edited, 
depending on the customer’s wishes. 

As a workflow is built, tasks and pro-
viders are added. Document statistics are 
automatically propagated from the original 
analysis into the individual tasks, as appro-
priate. If the project consists of numerous 
target languages for which the workflows 
differ somewhat, the project manager 
can copy an existing workflow and then 
modify it to suit the particular language 
circumstances. When the workflow is 
fully built, the project manager saves it. 
This triggers the first task. Prism sends a 
notification to the provider that a task is 

available to start and updates the lists of 
pending tasks of other service providers in 
the workflow. This way, all providers in the 
workflow are forewarned that they have 
tasks queued in their work pipeline.

We will now once again switch views, 
this time to that of the service provider to 
whom the task is assigned. Upon receiv-
ing the notification, the providers can 
log onto Prism and download the work-
ing files for their task. If they receive an 
XLIFF file, they can use an editing envi-
ronment of their choice. If connection 
to the Prism TextBase TM and TermBase 
servers is desired, either the XLIFF Editor 
or Microsoft Office products may be used 
together with MultiTrans plus a small 
built-in component called the Transla-
tion Agent. Translators who use their own 
editing environments or the XLIFF Editor 
in isolation may do so without the benefit 
of MultiTrans and the Translation Agent; 
if they are working on a pretranslated 
document, they can still flesh out their 
translations with content ranging from 
subsegments to full paragraphs pulled 
from the centralized TextBase server with 
functionality called Fetch from Web.

Tasks are completed by uploading the 
finished documents back to Prism through 
the provider portal and marking the task 
as complete. This triggers a notification 
for the next service provider in line, who 
may now download those documents. And 
so it goes, from provider to provider, until 
all tasks have been completed. The project 
manager can view the current status of all 
tasks in the workflow at any time. After 
the production steps are completed and 
the project is ready for delivery, the ser-
vice requestor receives a notification that 
documents are ready to be downloaded. 

Figure 1: The Request Overview as seen by the project manager.
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They log on and retrieve the finished work 
by downloading it. Other means of trans-
mission — e-mail, for example — may also 
be used if required.

After work has been delivered, invoices 
may be created directly within Prism. 
Invoice composition makes use of the 
data that is already available in the sys-
tem, so it is quick, easy and accurate. 
Prism supports the accumulation of data 
from multiple tasks on one invoice. In 
this way, creditors could assemble data 
from all tasks delivered during one month 
instead of billing task-by-task. However, 
a workflow program that captures finan-
cial data should not be confused with a 

fully-featured accounting solution, even 
if comprehensive statistical reporting is 
available. To this end, Prism can exchange 
data with third-party accounting pack-
ages that are specifically designed for 
that. For example, Prism can both push 
data directly to or retrieve data directly 
from QuickBooks without using an inter-
mediate file format. Interaction with other 
accounting software programs may be 
achieved via CSV export.

One might ask what happens if a pro-
vider creates an invoice that deviates 
from the project data. There are several 
answers to that question. One answer 
is that Prism’s invoicing module allows 

project managers to reject invoices, send-
ing them back to providers for rework and 
subsequent resubmission. Another answer 
lies in Prism’s contract feature. A contract 
can be created from project data prior to 
commencement of the workflow. In this 
case, Prism actually prevents the provider 
from creating invoices that exceed the 
values specified in the contract.

Even after invoicing, a project is not com-
plete without updating the TMs. This can 
also be automated. Because updating of the 
memories occupies the TextBase TM server, 
Prism supports scheduling the update 
action at a specific time when the server 
is less likely to be loaded with transactions. 
So, when a job is completed and TextBase 
TM updating is desired, what actually 
happens is that the update job goes into 
a queue to wait for the scheduled update 
time. If the update should be carried out 
right away, for example, to make the new 
TM content available to other translators 
in an ongoing project, this may also be 
done. In other situations, shared TM mod-
els such as concurrently available team 
memory might be more appropriate.

We should take a quick peek behind the 
scenes at a couple of typical usage sce-
narios to see how workflows are designed 
and implemented. Users with appropriate 
rights can access the Workflow Templates 
page (Figure 3). Here, they will find a 
graphical representation of the workflow 
on the top half of the page and a step 
detail panel on the lower half. Steps may 
be added or deleted, workflow paths split 
and rejoined, and tasks with refusal rights 
built in. Tasks can even be reiterated in 
a looping manner that closely mirrors the 
reality of a typical localization project. 

Another issue that commonly comes up 
in practice is the handling of updates from 
customers. This is frequently a big annoy-
ance for translation service providers: a 
document has entered the translation 
workflow, and then the customer sends in 
a slightly changed version with the same 
file name. Prism handles it as a new ver-
sion of a document that already exists in 
the workflow that can be flagged spe-
cifically as such. Internally, it will be kept 
separate from the previous version, and the 
assigned providers will receive notification 
that the document has changed. There 
will also be a special marking next to the 
project name in the project manager’s list 
of requests-in-progress that indicates that 
a document contained in the request has 
been modified, and a version history will Figure 3: A graphical representation of a simple workflow. 

Figure 2: A pretranslation with highlighted subsegments that are matched in the TextBase.
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be generated. This version history may be 
viewed by the project manager in a win-
dow, and the most recent version will now 
be available for download by the provider. 
There is flexibility regarding who receives 
notifications about the update; for exam-
ple, it can be just the project manager, 
or the project manager and all providers 
who have started their tasks. Also, various 
triggers can be set that initiate update 
notifications.

Another feature worth mentioning is 
Pooling. This feature allows for the creation 
of a pool of translators who can be assigned 
to a customer or a request. If this is the case, 
then all of the translators in the pool will 
receive notification that work is available. 
The first translator to respond will then be 
assigned the task, and it will disappear from 
the work queues of the other translators in 
the pool. Or, optionally, all translators in 
the pool can be allowed to express interest 
in taking the assignment, and the project 
manager can choose which one to give it to.

The final feature that I would like to 
discuss is the Find module. This is essen-
tially a mechanism optimized for search-
ing through unstructured text. Translators 
sometimes find themselves tasked with 
work and know that they have previously 
translated something similar. But they 
don’t remember what it was or for whom 
it was done. Find provides the ability to 
search through the repository of all source, 
final target and reference documents based 
on keywords in order to locate documents 
that correspond to the entered search 
criteria. While this sounds similar to Text-
Base TM insofar as it relies on indexing 
of document content, it serves a different 
purpose. TextBase TM is capable of return-
ing matching subsegments, segments, 
paragraphs, or even whole documents 
during pretranslation or translation. Find 
points users to actual documents in the 
project directory (as opposed to content 
in the TextBase) that have been created 
in the past and, more specifically, to use-
ful metadata such as the translation order 
number. I can imagine how convenient this 
search function would be, especially when 
translators work on many short documents 
year in and year out.

MultiCorpora previously offered integra-
tion with workflow that functioned as a 
separate application. By offering workflow 
and PM components unified together with 
linguistic services within Prism, MultiCor-
pora has now provided project managers 
with an easier way of handling large, 

multilingual translation projects that does 
not require switching tools or seeking sup-
port from two tools vendors. 

I liked the ability to use automation to 
create XLIFF files for use in other trans-
lation tools. In experimenting with pre-
translated output, however, I found that it 
is necessary to jump through a few hoops 
to achieve interoperability. By default, 
Prism uses ISO 639-3 (three-character) 
language codes. In their respective default 
configurations, neither SDL Trados 2009 
nor MemoQ likes these codes (SDL Trados 
2007 was OK). MemoQ is more compliant 
than SDL Trados 2009; it offers a setting 
that allows ignoring the language codes 
when importing. After choosing this set-
ting, import into MemoQ was successful. 
A workaround is to set up the language 
codes in Prism to use the 2-character 
codes, although this involves some initial 
manual labor. On the return trip there is 
no problem due to the fact that Prism’s 
internal format is native XLIFF.

The XLIFF standard is flexible regarding 
language code designation, so one cannot 
point a strict finger at any of the afore-
mentioned tool providers; this flexibility 
in the standard does come at a cost of 
out-of-the-box user friendliness. On the 
other hand, Trados additionally blocked 
import based on what it determined to be 
an illegal XLIFF tag. My research revealed 
that the tag is, in fact, legal, so I feel that 
some finger-pointing is justified here.

Import of Prism’s pretranslated content 
into SDL Trados 2007 can be successfully 
accomplished when using the MS-Word 
pretranslation option. In this case, Prism 
offers an option to create a bilingual SDL 
Trados Word file. I appreciated the way 
in which workflows can be designed as 

well as the way workflows can be set up 
with loops and refusals. This is a usage 
scenario we all have seen in real transla-
tion and localization projects. 

However, talking about workflows and 
automation, I feel, as with automation fea-
tures elsewhere, that it cannot be stressed 
enough that having a workflow does not 
solve every issue. A project manager needs 
to know exactly what the workflow does — 
for example, where the matches will come 
from. Although it is useful that default 
matching settings can be configured to 
be analogous to those used in MultiTrans, 
these same settings cannot be overridden 
at the project level. At the project level, it 
is currently only possible to determine the 
TextBase and TermBase used for analysis 
and pretranslation, as well as the TextBase 
to be updated.

Finally, I noticed that Prism allows 
for the entry of improper data in some 
fields without real-time corrections. This 
is inconvenient, as users must go back to 
make the corrections before continuing. 
As with all software that I have reviewed 
so far, I would like to see MultiCorpora 
implement more error messages to help 
users rectify their mistakes directly dur-
ing the data entry process. This includes 
a little more guidance for users, especially 
project managers new to the job or the 
tools, to help them along in using the 
workflow component — maybe some more 
popup texts with explanations covering 
what needs to go into what field or what 
other settings need to be made if one 
option is ticked and so on. But all in all, 
Prism is a development in the right direc-
tion; it is a tightly integrated tool set that 
also allows separate use of the individual 
components.  M
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can be very influential.

Thicke: Can you give me an example?
Giammarresi: Very few teams in a company have 

the operational horizontal reach that a centralized 
localization team has. Because of this, the localiza-
tion team can be a catalyst for the cross-pollination 
of ideas, can promote company-wide changes and 
can improve the overall operational setup of a com-
pany by proposing optimizations that vertical teams 
or teams with a smaller range of action can rarely 
detect. For these reasons, localization managers play 
a key role in a company.

Thicke: Do you think localization managers have 
the tendency to be underappreciated in their com-
panies, and, if so, what should they do?

Giammarresi: I think it’s a combination of where localization 
is situated in the organizational chart of a company, the extent 
of influence the localization manager has and the overall value 
a company gives to its localization efforts. At Yahoo!, localiza-
tion is viewed as a driver for growth. The localization team is 
positioned high on the company’s priorities chart and has a wide 
range of influence over strategy and process.

Thicke: How about localization itself? Do you think it flies too 
often under the radar? 

Giammarresi: It depends on the company’s goals and philoso-
phy. For most companies it’s an afterthought. As such, it’s under 
the radar. Localization managers have a chance to put local-
ization on the map for their companies, just as I do at Yahoo! 
Localization managers need to expand their areas of expertise 
and work hand in hand with engineering, product management, 
finance and the executives in their companies.

Thicke: And why Yahoo!?
Giammarresi: Yahoo! is a dream come true for me. I love 

working at Yahoo! It’s one of the best-known brands on the 

Yahoo! Inc., founded in 1994, is cur-

rently the third most visited website 

on the planet with over half a billion 

unique visitors every month. Yahoo! is 

headquartered in Sunnyvale, California, 

has more than 13,000 employees in 25 

countries, provinces and territories, and 

localizes content into over 30 languages. 

Salvatore Giammarresi is Yahoo!’s 

localization director, hired to reinvent 

Yahoo!’s localization strategy, processes, 

organization and technology.

Thicke: You have one of the most varied backgrounds that I 
have encountered in the localization industry. What got you into 
this field?

Giammarresi: All my life I have been fascinated by lan-
guages, cultures and how people communicate through various 
mediums. My first steps in this field were as a freelance Italian 
<> English translator while I was in college in Italy studying 
languages and linguistics. When I moved to Silicon Valley in 
the early 1990s, I was naturally pulled into software localiza-
tion. Later, I was invited by the University of Palermo in Italy as 
a visiting professor to teach about localization and computer-
assisted translation tools. At one point in my career I was fortu-
nate enough to get a Ph.D. in applied linguistics. Besides being 
the perfect ground for applying many of the insights I gathered 
throughout my academic career, I think localization is one of the 
coolest professions because to be really successful you need to 
be highly cross-functional, combining deep expertise in finance, 
product management, project management, people manage-
ment, vendor management, engineering, computer science, 
portfolio management, sales, legal, marketing, quality assur-
ance, operations, translation and linguistics. Because localization 
touches all functional teams within an organization, it gives you a 
unique perspective on a company. If used wisely, this perspective 

Lori Thicke is cofounder and general manager of Lexcelera, 
cofounder of Translators without Borders and a member  
of the MultiLingual editorial board.

Enterprise Innovators           Lori Thicke

Centralizing localization 
resources at Yahoo!

Salvatore Giammarresi, 
Yahoo!
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web, and our websites are among the 
most visited on earth, touching the 
lives of millions of people every day 
across the globe. I feel this is a once-in-
a-lifetime opportunity for me and my 
team. It doesn’t happen often that you 
get a chance to actively participate in a 
localization team for the world’s premier 
digital media company as it embarks on 
building its business all over the planet. I 
am proud to say that over a short period 
of time, my team and I are already hav-
ing a huge impact. 

Thicke: What are the biggest chal-
lenges that you have faced coming to 
work for such a high-profile technology 
company?

Giammarresi: The biggest challenge is 
to manage change at many levels while 
keeping a huge production engine run-
ning. We have 680 million customers all 
around the world, and we want them to 
have an amazing, consistent experience. 
We also have a fantastic opportunity to 
institute some new localization practices. 
The key is to balance the opportunity for 
change while making sure we keep the 
website that all these users love consis-
tent. 

Thicke: You’ve been with Yahoo! for 
a relatively short time, but it seems like 
you’ve accomplished a lot. What is your 
biggest innovation to date? 

Giammarresi: I have been at Yahoo! 
for almost a year and a half now. Look-
ing at the accomplishments of my team, 
indeed it does feel like I have been here 
for a longer time! The single biggest 
innovation so far has been centralizing 
all human, financial and vendor local-
ization resources across the entirety of 
Yahoo! into a central group, which allows 
us to take a deliberate and standardized 
approach as we grow the business.

Thicke: Why is it important to centralize?
Giammarresi: I don’t believe that 

centralization is the answer to every-
thing, and every company is different. 
However, when I looked at Yahoo!’s 
localization setup, it was clear to me 
that there would be major benefits from 
shifting toward a centralized structure. 
Centralization of localization allows 
Yahoo! to rationalize our costs, improve 
time-to-market, improve the quality of 
our products, be more agile and localize 
more products in less time. It’s really 
about agility and scalability. Basically, 
being centralized enables us to ship 
products globally in the most efficient, 

effective way possible, which in turn 
allows us to deliver products that are 
not just translated, but in fact are 
deeply personal digital experiences for 
every one of our users, no matter where 
they are. That is the real opportunity, 
and this is what makes my job fun and 
exciting every day. 

Thicke: In my day job as CEO of 
Lexcelera, few of our enterprise clients 
have centralized translation services, 
with everything associated with that: not 
knowing what their translation spend 
is, unoptimized and wildly inconsistent 
translation memories, many contacts, 
and sometimes different people asking 
for the same texts to be translated. Why 
do you think most buyers still live with 
a decentralized approach despite these 
obvious issues?

Giammarresi: These decentraliza-
tion issues prosper when people think 
in terms of “what is best for my team” 
and not “what is best for our company.” 
They also happen because localization 
is in many cases an afterthought, rather 
than being seen as a global strategic 
growth driver. That can change. At 
Yahoo! everyone is aware of the growth 
impact of properly planned localization. 
The “globalization and localization of 
our platforms and products” is one of 
Yahoo!’s strategic priorities. “Build for 
global reach with local flexibility” is one 

of Yahoo!’s operating principles.
Thicke: You seem to be putting 

together a team of many of the 
top people from our industry. What 
challenges, if any, have you faced in 
recruiting?

Giammarresi: I am very fortunate 
to have a great team. We are continu-
ously interviewing for great talent. We 
have an amazing opportunity to offer. 
The international expansion of what is 
already an amazing digital media busi-
ness at Yahoo! is really exciting. No one 
has the breadth and depth of content 
and media assets we have, and a major 
company focus is to expand on those 
assets in new and emerging markets. 
It’s an unparalleled opportunity when it 
comes to localization.

Thicke: So, where should someone 
apply?

Giammarresi: Go to www.careers 
.yahoo.com and search for “localization” 
or send me an e-mail with your resume.

Thicke: Here’s a question just for fun: 
Do you get free food at Yahoo!?

Giammarresi: We don’t get free food 
daily, but we have a lot of fun and 
regular parties on campus with free food, 
and there are all the free lattes, cappuc-
cinos and espressos you can drink. We 
work hard, and we know how to party. I 
am happy to report that we have a lot of 
foodies on our team.  M
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company makes a mistake and thousands of customers inflict 
digital backlash. Regardless, companies have realized that one of 
the cost-cutting measures that is particularly enabled by social 
networks is crowdsourcing not just opinions (which is simply 
customer feedback) but actual work related to their products. 
While this has risks, there is much appeal in leveraging the great 
cultural diversity of a company’s user base. This can be par-
ticularly useful when dealing with the nuances of geopolitical 
and cultural sensitivities that can vary so widely from locale to 
locale. Such content culturalization demands forms of expertise 
and a skill set that may or may not be found within a typical 
company’s employees. 

As businesses strive to find deeper and more meaningful ways 
to connect with consumers (as well as not offend them with 
inappropriate content) in highly competitive local markets, 
many of the larger companies have already been relying upon 
their own internal diversity to help supply a crucial knowl-
edge gap. Most companies today are built upon the success of 
an employee workforce composed from an international and 
culturally diverse pool, which might be represented not only at 
the company’s headquarters but also in the company’s subsid-
iary offices. Employees are certainly valuable for their skill sets 
and the expertise that drives the company’s primary mission, 
but every employee in a multinational company also has an 
innate cultural perspective and unique worldview, a rich body 
of cultural knowledge that could be leveraged in a constructive 
way. Some companies have done so with great success, basically 
taking advantage of their internal social network to improve 
their products.

More recently, some companies have taken this a step fur-
ther by reaching out externally and actually leveraging their 
loyal fans and user base to contribute their local knowledge. 
The availability of social networking in various forms really 
fuels this capability, by increasing the access and frequency of 
feedback and by providing more structured channels by which 

In these challenging economic times, it’s been 
necessary for most people to skimp and save and 
find every way to cut costs. We all do it on a 
personal level in our daily decision making as we 
strive to be prudent and think ahead. Companies 
and organizations usually do the same thing, of 
course, by trying to maximize the return on their 
investments and produce more output with less 
cost (as for governments, we’ll leave them out 
of this conversation). Indeed, there are countless 
resources and a whole industry built around mak-
ing other industries more efficient.

This is also true for the localization industry, which has always 
had continual optimization and efficiency as fundamental traits. 
The localization industry is well known for reusing, repurpos-
ing and improving content, including translation memories and 
auto-translation. So, there is an inherent resourcefulness that 
comes with localizing content, particularly when dealing with 
the challenges of client deadlines, tighter and smaller budgets, 
and the constant demands of opening up new linguistic and 
cultural territories.

What I find particularly interesting is that the rise of social 
networking is actually the implementation of similar systems of 
efficiency in our personal lives. Among the plethora of online 
social options such as Facebook, Twitter, LinkedIn, Google+ and 
more, we now have many ways of quickly creating and reacting 
to information. This can streamline our social interactions and 
allow us to maximize the interaction with our family, friends and 
colleagues while also reducing our potential guilt for not staying 
in touch. Instead of having to write an e-mail, you can just post 
a comment on someone’s status or even just “like” it or “+1” it 
to show that you’re alive, well and listening. 

Many businesses are taking advantage of this form of com-
munication efficiency and building a substantial online presence 
to better connect with their customers. Social networks have 
given companies unprecedented access to their end users, which 
can be a great boon if a product is enjoyed or a huge risk if a 

Kate Edwards is a geographer and the principal consultant of 

Englobe, a Seattle-based consultancy for geocultural intelligence 

and content strategy. Previously, Kate spent over 13 years at 

Microsoft as a geographer and its senior geopolitical strategist.

Off the Map Kate Edwards

Crowdsourcing culture
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companies can collect the 
user information. Beyond 
the obvious Wikipedia 
example, another recent 
example of a crowdsourced 
product would be Google 
Maps and its Map Maker 
program. By providing the 
users of Google Maps with 
basic editing tools, local 
map enthusiasts can add 
details and make cor-
rections that previously 
would have taken years 
or even decades to appear 
on printed maps (Figure 
1). Any user changes are 
overseen by trusted, local 
moderators who then 
approve the changes for 
publishing to Google Maps 
for everyone’s benefit. Why 
do the users do it? Most 
usually out of love and loy-
alty for the product. It’s that simple. 

Why wouldn’t more companies 
take such a step and draw upon their 
customers’ cultural backgrounds? First, 
there is a potential quality issue to 
the feedback a company receives. It’s 
nice to think that everyone providing 
feedback is being honest and accurate 
with comments, but we know that just 
isn’t always the case. Second, the task of 
extracting cultural opinions and feedback 
from users is usually not a top priority 
for companies trying to maximize their 
employees’ time; in other words, who 
has the bandwidth to manage this? And 
third, there is undoubtedly a sensitive 
side to asking customers to offer their 
cultural opinions, which can evoke com-
ments about religious views, political 
views and so on. Many companies are not 
ready or willing to manage the kinds of 
firestorms that may occur in their public 
forums over such issues, and users may 
not risk the exposure of their personal 
viewpoints if they live in a country that 
might take punitive actions against them.

Another issue to think about with 
gaining external customer feedback for 
culturalization purposes is determining 
how “local” an individual’s worldview 
may be. It has been my experience in 
the IT and media industries that both 
employees of such companies and 
their consumers may start to unwit-
tingly adopt a more globalized, generic 

perspective. They might somewhat reflect 
local opinion, but only through the filter 
of someone who’s tech savvy, globally-
connected in social networks and main-
tains sufficient disposable income for 
luxuries such as smartphones and iPads. 
I recall an incident working on a game 
title some years ago where an in-country 
manager whose job entailed articulat-
ing local market concerns was asked to 
provide feedback. A specific issue was 
flagged as potentially sensitive to the 
market, and this manager quickly replied 
that it wasn’t a problem. As a cultural 
strategist, I had my strong suspicions to 
the contrary, but the product manage-
ment at headquarters felt that the local 
opinion was good enough for launch. 
Unfortunately, my suspicion became real-
ity when the local government banned 
the game on launch day due to the very 
issue the local manager said was “no 
problem.” In the end, it was determined 
that although the local manager was 
indeed from that country, he had worked 
in the IT industry for so long that he had 
somewhat lost touch with the prevailing 
sensitivities of his own local market.

The key to leveraging the crowd for 
cultural feedback is to provide some 
structure or mechanism that will allow 
for it in a constructive form. For example, 
let’s say that the content creators have 
a piece of content they’d like to gather 
opinions on before finalizing, and let’s 
say that this is for a product headed to 

East Asia. Imagine that the 
company has a web page, 
private Facebook group or 
something similar, where 
these creators can choose 
to post their piece of 
content, and in the process 
they can target users based 
on three things: locale, lan-
guage and culture. So for 
their purpose, perhaps the 
designers select “East Asia” 
for the locale, “Chinese 
(Simplified)” for language 
and “Chinese” for culture. 
The content is uploaded to 
the site, and a notice is sent 
out to the subscribed users 
that there is a new request 
for content to be reviewed. 
The idea is that along with 
the creation of such a 
web page, users of various 
cultural backgrounds could 

sign up to receive such review requests. 
When they receive the review request, 
the users could provide a standardized 
“severity” rating (such as 1-5, with 5 
being most offensive) as well as a few 
additional comments or suggestions for 
improvements — perhaps something they 
could quickly do on a break or at lunch.

With this kind of approach, a company 
can have an extremely low-cost method 
of gathering basic, knee-jerk cultural 
reactions from its employees (internally) 
and/or customer base (externally) that 
can help to influence content decisions. 
This isn’t a replacement for strategic 
expertise on geocultural risks, but it’s a 
good step forward for companies that 
have no plan in place. Can such a basic 
cultural feedback mechanism actually 
work? Yes, definitely! Speaking from my 
own experience at having implemented 
such a system in the past, it can work 
extremely well. 

Thus, while we’re all busy checking 
our friends’ status messages or posting 
the latest news, I encourage companies 
to think of similar ways to leverage a 
potentially great cultural benefit from 
their community at minimal invest-
ment. The social networking landscape is 
dynamic and will continue to evolve rap-
idly, but even now it’s a ripe environment 
for being able to creatively leverage the 
global cultural diversity to which we’re 
all connected.  M

Figure 1: Images of Doha, Quatar before Google Map Maker (inset)  
and after, with the map improved by 100% user input.
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The world is awash in standards or lack thereof. 

There’s the gold standard, Eastern Standard Time 
and standard operating procedures. And there 
are constant economic battles going on to get a 
product or technology to become the standard. 
I remember when different speed records vied to 
be the one standard, or the battle between eight-
track tapes versus cassettes, Betamax versus VCR, 
IBM versus Apple, digital versus analog, the various 
widths of railroad tracks and of course the metric 
versus imperial system. Oh yes, please remember 
there are three standards for tons: US ton or “short” 
ton (2,000 pounds), metric ton (1,000 kilograms or 
2,204.6 pounds) and long ton (2,240 pounds). Car 
manufacturers cannot agree whether to put the gas 
tank cap on either the right or left side of the car. 
In 1967, someone split the difference and put it in 
the back of the car behind the license plate, where 
my 1967 Mustang convertible has it.

When I was a director of an economic development firm that 
bid on World Bank projects, I was always amazed at the mental 
stamina of some Israeli firms that would attend the most boring 
meetings on setting standards for procuring this or that piece 
of equipment. What they were hoping to do, of course, was to 
establish the technical speciation for their goods as the procure-
ment standard, thereby eliminating competition from other 
countries that had different standards.

In the localization business, there are multiple efforts un-
derway to develop localization standards. Why? According to 
Smith Yewell of Welocalize, “the demand side of our industry 
has evolved faster than the supply side, and lack of interoper-
ability between the two and among themselves is restricting 

the growth of our industry. We need a set of interoperability 
standards that will gain adoption because they add value.”

Proper rendering and practical input methods for multilin-
gual text on a computer system are essential if efforts to make 
software available in multiple languages are to be successful. 
Standards are needed for things such as character code tables 
and character encoding methods. There are probably at least 100 
standards you can identify in the localization and globalization 
industry, so we don’t suffer from the lack of standards as much 
as interoperability. Arle Lommel of GALA recounts in an interview 
with Don DePalma of Common Sense Advisory that one particu-
lar company reported that they lose about 30% of their content 
when moving between their two most common tool sets. That’s 
looking only at the translation memory component, not the entire 
content life cycle, where even more changes can occur.

But it is not the lack of standards in the localization industry 
that drives me crazy when I travel around the world; it’s the lack 
of standards in electrical outlets, plugs and electrical cords. The 
reason we are now confronted with more than a dozen different 
styles and outlets around the world is because many countries 
decided to develop a plug of their own. Trying to make sense of 
the many standards feels impossible. Read this gem I gleaned from 
a paper on electrical plugs: “Switzerland has its own standards, 
which are described in section 1011. This plug is similar to C 
except it has the addition of a grounding pin. Type J looks very 
much like the Brazilian type N standard but it is incompatible 
with it since type J has the earth pin further away from the centre 
line than type N (5mm instead of 3mm).” Did you get all that?

It goes on to say that Swiss type J plugs are the most dan-
gerous in the world since the prongs are not insulated, which 
means that if a type J plug is pulled halfway out, its prongs are 
still connected to the socket. Little children run the risk of elec-
trocuting themselves when pulling such a plug out and putting 
their fingers around it.

John Freivalds is managing director of the marketing communications 

firm JFA and the marketing representative for his native country, Latvia. 

Outlets for frustration

World Savvy John Freivalds
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I asked a number of people for their 
plug/socket/current stories. Lyra Spratt-
Manning of Interverbum volunteered 
this: ”My favorite is curling irons! Try 
using a US curling iron in Europe or 
Asia. The converters either blow the 
circuits at the little hotels or will not 
heat because they draw too much cur-
rent. I was in Switzerland and using the 
approved converter to plug in my curl-
ing iron and blew the entire building’s 
power grid.”

Lionel Mellet of Telelingua recalls 
when he moved his family to Brus-
sels, Belgium, from the United States. 
He brought every electrical appliance 
known to man at the time and bought 
transformers for the different plugs, 
outlets and currents. His 16-year-old 
son, trying to be helpful, plugged 
every appliance in at their new home 
but forgot to plug in the transformer. 
Needless to say, everything got fried.

But you have to give it to the Ital-
ians for coming up with their own 

unique standard, unmatched anywhere 
else in the world as far as I could 
ascertain. In Italy, old houses still 
have two standard plugs and outlets 
because up until the latter half of the 
twentieth century, the electric power 
used for lamps and the one used for all 
other appliances were sold at differ-
ent rates, charged with different taxes, 
registered on separate meters, and sent 
along different power lines connecting 
to the power grid.

So, what’s a traveling person to do? 
Here are some basic rules a world-savvy 
traveler should keep in mind.

 ■ Plug adapters. Please remember 
that they do not convert electricity, 
as Mellet’s son found out. They sim-
ply allow a dual voltage appliance or 
transformer to be plugged into the wall 
outlet of another country. My friend 
Bill Hinchberger says: “I carry a multiple 
jack with me and generally do not have 
problems.”

 ■ Converters. These should only 

be used with electric products such as 
heating devices with simple motors, 
hairdryers, steam irons, shavers, tooth-
brushes and small fans. Converters are 
not designed for long use and should 
only be on for one or two hours. They 
should be unplugged from the wall when 
not in use.

 ■ Transformers are to be used with 
electronic products that have a chip or 
a circuit — radios, CD or DVD players, 
computers, fax machines, televisions and 
so on. We are lucky that most laptops 
are now dual voltage so they often can 
be used with only a plug adapter for 
the country you are visiting. However, 
it gets a little more complicated when 
you have to pay attention to the watt-
age ratings of the electronics that are 
plugged into the transformer.

So, when you are tired and alone in 
that hotel room after a day of busi-
ness, just take a moment to think 
before you try to plug anything into 
that socket.  M
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Translation in the

social cyberworld 

Madalena Sánchez Zampaulo

B
Business owners and marketing experts rec-

ognize the need to create user-friendly sites in 
other languages that are localized for consum-
ers whose first language is something other than 
English. A demand for the translation and local-
ization of web content is constantly growing, as 
immigrant populations’ buying power increases 
and more companies reach across borders to a 
global community. Besides marketing campaigns 
and corporate websites, social media content is 
quickly becoming a fast and inexpensive form of 
marketing and communicating in real time. 

Although the need for this niche translation market is more 
realized as social media becomes more advanced, the options 
that businesses and organizations have for obtaining transla-
tions of their social media content are many. How do business 
owners and social media sites know where to look to achieve 
accurate renditions of their original messages? Is the trend for 
quick turnaround translations causing more to trust in crowd-
sourcing and practically free outsourcing methods? How do 
businesses, translation agencies and freelancers measure return 
on investment (ROI) from social media marketing? 

Some business owners believe that the translation and local-
ization of their company website mean they will start to pick 
up customers and clients from other countries and language 
communities. A few years ago, this would have been a great 
step in reaching out to these target markets; however, these 
days, simply having a multilingual site or localized content is 

not enough. Social media is taking over the marketing world at 
a rapid pace, and there really is no other choice than to jump on 
this cyber bandwagon. So, what’s in it for me?

This is the million-dollar question that business owners, con-
sumers, language service providers (LSPs) and freelancers are 
asking. At a recent networking event I started talking to a woman 
who asked me what I do for a living. When I told her that I am an 
LSP owner, she started to tell me how she knew so much about the 
need for reaching out to potential clients in foreign languages. She 
went on to tell me that she saw how her professional networking 
site of choice allowed her to post her profile in other languages, so 
she thought, “Sure! Why not? I’ll put my profile into Spanish and 
French! I don’t know what it says, but whatever.” 

This business owner thought she was savvy in putting her 
profile into another language, but she didn’t question its qual-
ity, as a free service provided by the site might not be the best 
option for obtaining an effective, high-quality rendition of 
her qualifications. This is where we come in. Freelancers and 
LSP owners are dipping their toes into various fields in which 
they feel themselves to be experts, but what makes someone 
an expert in the niche of social media translation? Today, most 
people have a degree of participation in social media, whether 
it is personal, professional or both. Having a Facebook page is 
not cutting-edge anymore, but what you do with your page very 
much is, and there seems to be an application (app) for every-
thing now. App creators are constantly thinking of new apps 
that people will find useful or entertaining in their everyday 
lives. Besides Facebook and LinkedIn, Twitter has taken off as a 
real-time social media service that updates you on what’s going 
on with friends, family, celebrities, and local and international 
businesses. All of these things allow a business to build its brand 
and reach potential and current clients quickly and efficiently. 

A common trend in social media and web content trans-
lation is crowdsourcing. Joe Kutchera defines crowdsourcing 
in his recent book Latino Link: Building Brands Online with 

Hispanic Communities and Content by using Facebook as an 
example of crowdsourcing at its best: “Facebook currently uti-
lizes crowdsourcing via a translation app that allows volunteer 
translators to choose their language and translate content for 
free by making it ‘available to everyone, everywhere, in all 
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Over the past few years there has been a significant increase 
in the number of organizations using social media tools to 
disseminate information. Although it is difficult for organizations 
to truly quantify the commercial benefits of social media, many are 
accepting that it is now an integral part of the marketing mix. Social 
media enables companies to create online discussions with targeted 
communities and also allows them to promote products and services 
at a relatively low cost. As Oscar Wilde once said, “the only thing 
worse than being talked about is not being talked about.” According 
to research conducted by Burson-Marsteller (www.burson-marsteller.
com) for its Global Social Media Check-up, in February 2011, 84% 
of the top 100 companies in the Fortune Global 500 index are using 
at least one of the main social media platforms: Twitter, Facebook, 
YouTube or corporate blogs. Twitter is the most popular social media 
tool among Fortune Global 100 companies (with two-thirds having 
a Twitter presence), and at least half are reaching audiences through 
Facebook (54%) and YouTube (50%). One-third of the companies 
maintain corporate blogs. Many organizations are beginning to 
realize the benefits of blogging. It’s a quick, relatively inexpensive 
tool that enables you to share your expertise and build web traffic, 
and more importantly, connect with clients and potential clients.  
Companies based in Asia Pacific primarily use social media to 
communicate with their western stakeholders. In the course of 2010, 
there was significant social media growth in Asia Pacific and Europe, 
especially in terms of Twitter. In 2010, the number of companies 
being talked about on Twitter increased by 90%. Besides the four 
main social media sites mentioned, there are also many more sites 
available. 

Site Key Geography Registered users

Badoo.com Europe and Latin America 116 million

Blackplanet.com African Americans  20 million

Cyworld.com South Korean  25 million

Friendster.com Southeast Asia  90 million

Orkut.com India and Brazil 100 million

Many companies have multiple accounts, and these different 
accounts can be managed by different company divisions that may 
be located all over the world. Both HP and IBM have over 80 blogs 
apiece. The New York Times website has 59 blogs, all by different 
writers and journalists, all on different topics and all representing 
the brand and the company. This online content creates a 
continuous demand for rapid translations from social media 
providers and users all over the world. Millions of new entries, 
blogs and posts go online everyday. According to Techcrunch.com, 
September 2010, the market for web-based translation is estimated 
to be worth about $3 billion. Even if an organization does not 
have a proactive social media presence, it still needs to monitor 
social media sites for content relating to them, their brands and 
industry — such as complaints, product feedback and trends. One 
of the unique qualities of social media is that it is multidirectional. 
An organization is a participant (a consumer) as well as a producer 
and publisher. It’s not just about the content you are pushing out, 
but also the content that you and your business are attracting. 
Once social media gets hold of an interesting tidbit, the effect is 
nuclear, and your coverage could be worldwide. If that content is 
being published multilingually, then do you understand the content 
as well as all the cultural nuances that may exist within it? Some 
translation vendors provide multilingual social media monitoring 
services although the approach is fairly basic. 

Most organizations do not have the resources to maintain 
multilingual blogs and monitor social media content. The 
most obvious low-cost solution that companies turn to for the 
translation of content is machine translation (MT). We all know MT 
has its limitations, but there are an increasing number of plug-
ins for blogs and content management systems that allow the 
streamlined generation of machine translated content. Translation 
plug-ins (for example, GTS Translation and Wordpress Global 
Translator plug-ins) will automatically translate and update a blog 
each time a new post is added. The content is pushed through the 
MT system and then ideally into a post-editing workflow so that it 
can be cleaned up by human translators. 

 — Louise Law, Welocalize.
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languages.’” All one has to do is click on 
the app, choose a language (and yes, it’s 
possible to choose one that you may not 
even speak) and begin. There are tabs 
for “My Translations,” “Style Guide,” 
“Glossary” and “Review,” among others. 
You can review others’ translations and 
vote on their accuracy and consistency. 
Although Facebook does pay for the 
platform development for the translation 
of its site, it does not carry out the trans-
lation in the traditional sense by utiliz-
ing paid translators and proofreaders. 
Most linguists and LSPs that I know are 
not willing to provide the services and 
processes they’ve worked so hard to per-
fect for years without payment (except at 
times, for a nonprofit as a volunteer ser-
vice), and rightly so. This brings up the 
question of why someone would choose 
to volunteer to translate for a site that 
is a multibillion-dollar enterprise. The 
answers I have encountered range from 
putting valuable content into one’s own 
language, so that the community may 
benefit from the material on a site with 
such popularity among users worldwide, 
to simply having a love for the language. 
Even though crowdsourcing may make 
content available to a broader group of 
consumers at a rapid pace, those of us in 
the industry are well aware of the prob-
lems that arise in professional quality, 
accuracy and consistency when utilizing 
volunteers, many of whom do not have 

proper qualifications or training. Most 
of us are in this to make a living. LSPs 
would love to make this social media 
mogul their client; however, a more 
manageable goal is to work with current 
or more likely customers who would like 
to promote their businesses in real time 
because, let’s face it — everyone’s going 
social, and luckily, with the growth and 
popularity that social media has seen, 
there is enough of this pie for everyone. 
So how do we go about tackling this 
task? There doesn’t seem to be any one 
specific solution or answer, but here are 
some commonly implemented methods.

One company that comes to mind is 
SpeakLike, currently supporting trans-
lation of 38 languages in real time. 
Although the company is not specifi-
cally marketing to customers who need 
translation of social media content, its 
design does lend itself for this use, as 
one can type in a block of text (much 
like an online translation feature) and 
receive the translated text back almost 
immediately, depending on the language, 
length and content. A customer can sign 
up and pay for translation services, most 
starting at $.06 per word, with added 
services of proofreading by a second 
professional and so on. Another feature 
is the ultimate (but perhaps not so popu-
lar) discount for repeated words via its 
translation memory (TM). SpeakLike also 
offers a mobile, Twitter and WordPress 

app, an e-mail notification service, and 
even a self-service tool (currently under 
beta testing). The strategy this company 
has taken to give customers options for 
rapid translation services for lower-than-
average prices is innovative and can still 
cover a wide variety of content topics. 
And the part that perhaps interests me 
most is the fact that SpeakLike utilizes 
a combination of human translators and 
machine translation (MT). Freelancers 
can sign on when they wish to work 
and take on projects by being the first 
to accept a job in the queue. A downside 
of this business model is that the com-
pany expressly states that applicants do 
not have to have translation experience, 
although it’s preferred. Customers enjoy 
using the SpeakLike Strings service for 
IT translations. Market Wire published a 
blurb on the service in 2010 with cus-
tomer feedback from Dennis Kashkin, 
CTO at Bedandbreakfast.com: “Speak-
Like Strings has made it easy and fast 
for us to submit thousands of translation 
requests all at the same time. The fact 
that we can directly submit HTML with 
data fields has saved us a lot of time. 
I can even track the progress of each 
project as the translators work on them 
and download the results whenever it’s 
convenient for my team to immediately 
incorporate the content into our web-
site.” Convenience, price and instant 
feedback appear to be top-selling points 
for SpeakLike and similar competitors, as 
the move for faster and less expensive 
translation for online content expands.

Lingotek is another innovative pro-
ponent of crowdsourcing. The company 
employs its Collaborative Translation 
Platform with endless services, includ-
ing the option to choose professional, 
community or automatic translation. 
It rates these services on its site based 
on a content value index scale of 1-10 
and indicates an estimated cost and 
time. Lingotek’s blog states, “By utiliz-
ing the crowd in translation projects, 
companies and organizations can not 
only expand globally at a fraction of 
the time and cost of traditional methods, 
but organizations and individuals can 
also contribute in fighting information 
poverty which severely limits societies 
across the globe.” It goes on to give rea-
sons for crowdsourcing translations, and 
the main site’s description of the Col-
laborative Translation Platform openly 
mentions a real-time turnaround method 
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with which traditional LSPs cannot com-
pete. It seems that by allowing clients to 
choose the process in which they have 
content translated, companies are truth-
fully giving clients what they are willing 
to pay for in a fast-food world via the 
cyber drive-thru. Lingotek announced its 
new Jive App at the end of July of this 
year, and if the new app follows the trend 
of the company’s other crowdsourcing 
and MT processes, it is likely to also 
be well-received among users. Marisa 
Peacock provided more information on 
Lingotek’s community-based approach 
on CMS Wire, and mentioned that the 
company uses “qualified” translators.  

Other options out there are MT software 
for purchase by direct clients. SYSTRAN 
presently supports 52 languages and 
offers customers hybrid MT software that 
will remember terminology from previous 
texts and can be customizable to one’s 
particular field of business. The company 
offers home office, small business and 
enterprise solutions that can be integrated 
into various commonly-used computer 
programs. This feature can be useful for 
companies that wish to maintain files in 
certain programs to be later used as social 
media content for promotional material, 
as well as freelance translators who are 
looking for alternative terms when work-
ing on projects. One translator posted an 
online comment about using the software 
for Chinese to English translation and 
said, “It has some good features, like mul-
tiple custom dictionaries. The raw output 
is generally unusable, and every sentence 
has to be edited. But it is definitely a labor 
saving device.” The translator added that 
he had only used the 5.0 version, how-
ever, and had no experience with any of 
the later versions. 

Smartling offers customers a one-stop 
shop for recreating a website in another 
language in a short amount of time by 
employing a “suite of tools” in the pro-
cess. Customers can choose from options 
such as crowdsourcing, using profes-
sional translators, MT or even providing 
(get this!) their own translators. Although 
I may not be on the bandwagon with 
some of these points as an LSP owner, I 
think that a lot of customers are open to 
seeing several options when choosing the 
right fit for their company, and trends 
such as crowdsourcing are definitely 
becoming more popular in the industry 
in meeting the needs of these customers. 
Translators, on the other hand, may not 

appreciate the practices utilized by the 
company and others like it. Miguel Llo-
rens Musso, an English > Spanish finan-
cial translator, mentioned Smartling in a 
blog post on July 28 of this year (http://
traductor-financiero.blogspot.com) after 
a press release from the company that 
announced it had raised $10 million to 
further develop localization tools. He 
blogged that the company’s own website 
was not translated well into Spanish and 
added a screenshot of the site’s Spanish 
version showing both English and Span-
ish text. Musso voiced a similar opinion 
to that of many translators on why some 
LSPs use crowdsourcing, saying, “I have 
a low opinion of these types of services. 
They are heavy on technology and low 
on quality, probably because they are 
usually founded and run by people who 
are not translators and often don’t even 
know a second language. The quality is 
atrocious. As a sometimes-visitor of web-
sites using this sort of technique, I am 
generally turned off toward the company 
advertising the product.” He told me that 
he thinks crowdsourcing has been more 
successful for social media sites such as 
Facebook and TED because of their popu-
larity and appreciation among users.

For other types of media, Jibbigo offers 
speech-to-speech translation through mo- 
bile applications for Apple and Android. 
Users can speak a phrase, see it in text 

format on the screen, and hear the phrase 
spoken in the language the user chooses. 
This type of technology is appealing 
to travelers and business professionals 
who can use the technology on the go. 
Product reviews for the Android market 
on AppBrain vary from comments such 
as “Good voice recognition. The biggest 
app on my phone!” to “Useless. Not even 
close.” Jibbigo’s service has been likened 
to Google Translate’s voice-to-text trans-
lation feature within Google Chrome, 
announced this year. Google allows you 
to speak the text you wish to translate, 
although there are many languages still 
to be added and hiccups to be worked 
out. The same translator who mentioned 
the contextual issues he found with 
using SYSTRAN for translating Chinese > 
English admitted that Google Translate’s 
features are sometimes more useful due 
to the fact that Google has the ability to 
deal with entire web pages and access a 
broader amount of information at a phe-
nomenally quick speed, allowing a trans-
lator to get a better sense of using terms 
in the proper context. Google Translate’s 
app for Android is also getting a lot of 
buzz. One review posted by Tecksphere 
on Android App Review Source stated 
what those of us in the language industry 
already know: “While Translate is not 
100% accurate it is accurate enough 
where you should be able to decipher 
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what was being said. The translations 
are very literal so verb conjugations and 
slang may not be translated 100% prop-
erly.” Clearly, one’s expectations of a free 
translator determine how well an app or 
a free online version works, but Google 
Translate’s app is praised for its clean 
interface, easy usage with text messaging 
and extra features. 

Other tools are more commonly used 
in our industry. LSPs and freelancers 
often use computer-assisted transla-
tion (CAT) tools to make the translation 
process more efficient and to maintain 
a TM for their projects for use later. In 
doing so, they work together to build 
the TMs, but they also can find ways 
of pricing translations to give discounts 
for clients. This is a topic often debated 
among translators, agencies and direct 
clients, as everyone wants to see ROI as 
a result of using these tools. I’m not so 
sure that not charging a client at all for 
repetitions is the way to go, as it takes 
time to make the TMs, and since many 
LSPs utilize contractors for different lan-
guages, one should not ask a translator 
to “give away” repeated words. Besides, 
those words, repeated or not, have to be 
checked anyway. Freelance translators 
are contractors and set their own prices, 
so LSP owners have to account for this 
when quoting on projects for clients. 
The ROI here is not simply making the 
money back on what you paid for your 
CAT tool(s) of choice or focusing on the 
profit from a project, but also for the 
time and effort spent on the project. 
Remember, a translator’s time could go 
into other projects for which clients are 
willing to pay, even at a discount.

In taking a look at ROI from a different 
perspective, however, there is a lot of talk 
lately among social media expert blog-
gers. One blog in particular that I enjoy 
reading is Smart Blogs on Social Media 
(http://smartblogs.com/socialmedia). 
Jesse Stanchak blogged on July 18 of 
this year about what Dell is doing and 
how it views its ROI from social media 
networking. I find the discussion intrigu-
ing, as Stanchak explains that ROI is 
not always about the dollar signs. He 
mentions Dell’s head of social media 
and corporate-reputation management, 
Richard Binhammer, who views social 
media as more than just telling readers 
about what your business is accomplish-
ing and earning money. This goes back 
to the reason behind social media. It’s 
social — not a monologue. So, if you 
blog about your company, tweet about 
your company or your company has a 
Facebook page, you need to be thinking 
about forming a dialogue between your 
business and your current and potential 
customers. Binhammer adds that social 
media is about building one’s brand and 
maintaining a positive relationship with 

clients. This, too, is a long-term invest-
ment of your time, and in most business, 
time is money. So, thinking of ROI in 
this way may change the way you view 
social media and its effect on your busi-
ness and your brand. Stanchak notes that 
“Social media are just another tool” that 
businesses can utilize, and it’s important 
for the company as a whole to use them 
instead of any single department. 

This brings us back to the translation 
and localization of social media content. 
It’s one thing to put your materials into 
a second language, but quite another 
to maintain a dialogue with customers 
who will build your brand and make you 
money. Building a brand is the basis of 
how we make our money. So, why not 
expect our clients to pay for top quality 
translation and localization for social 
media content as well? Think about it this 
way. We don’t expect the products and 
clothes we buy for our physical appear-
ances to be free, and we’re willing to 
spend a little more on the creams, hair 
products and clothing we know will make 
us look nicer. These products are even 
more appealing when they work quickly 
and effectively. What we do in translation 
and localization helps our clients to build 
their brands — their business face, if you 
will. We have the power to make our cli-
ents look good, and offering the product 
that works best for them is our business.

 Social media is a constantly-chang-
ing part of doing business that can be 
made dangerous when inaccurate or 
false information is made public. There 
is no doubt that apps, software and 
websites for the products mentioned and 
others like them will evolve in the com-
ing years, and the rest of us will have 
to keep up. I think few people doubt 
that MT will ever surpass true profes-
sional translation, but the key seems to 
be implementing the best combination 
of tools and professionals to get the job 
done and serving it within a time frame 
and at a price that clients find appeal-
ing. Diving into the social media niche 
in our industry may mean having to do 
a little more client education, but con-
vincing a client that paying for quick 
turnarounds and accurate renditions of 
their messages, instead of entering text 
into a free translation tool, may bring 
you and them more business in the end. 
It will certainly build your own brand 
and credibility, both with those you hire 
and those who hire you.  M
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Promoting luxury goods 

in China through social media

S. Mitchell Donaldson

S
Since the advent of the internet, e-mail and 

social media, people around the world have 
gained the instant ability to see and buy things 
they never knew they wanted before.

Thanks to its booming economy and growing middle class, 
many Chinese citizens can fulfill previously unconceived mate-
rial fantasies. In the 1970s, most people in China would have 
been thrilled to attain the “Four Big Items”:  a bicycle, a radio, a 
sewing machine and a wristwatch. Since then, these desires have 
changed from bicycles to cars, radios to iPods, sewing machines 
to name brand ready-to-wear clothing and wind-up watches 
to Rolexes. Given current trends, combined with the Chinese 
cultural concept of “face” (面子) or the equivalent of “keeping 
up with the Joneses,” luxury-brand merchandise, particularly 
those which are imported, will continue to be among the most 
in-demand goods and products in the Chinese marketplace. In 
China, being seen wearing something such as a genuine Rolex 
or driving a Maserati will certainly give “face,” as will openly 
discussing where it was purchased (preferably on a shopping trip 
overseas) and its cost. In addition to internationally renowned 
products such as accessories and cars, consumables such as wine, 
chocolates, cognac and coffee can hold a much higher status in 
China than in their countries of origin. That being stated, many 
imported goods can be catapulted to luxury status based on their 
foreignness, packaging — which oftentimes is modified to suit 
Chinese preferences — and even Chinese names.

Choosing Chinese brand names
Even though the mystique of luxury goods being brought 

in from other continents is alluring, it is important to note that 
the content written to launch a social media campaign, such 
as marketing material, not be a straight translation of what is 
being pitched to a Western audience. Whenever possible, Asian 
models should be used, especially for clothing, to show Chinese 
consumers how clothes could look on them. Chinese names for 
foreign companies are essential, and there are three ways to go 
about choosing a Chinese name. 

The first is literal. An example of this would be Western 
Union. 西联汇款 literally means western link remittance in 

Chinese. The second is phonetic. 麦当劳 (mài d-ang láo) is the 
phonetic equivalent of McDonald’s and does not have a particu-
lar meaning attached to it. The third is a combination of literal 
and phonetic. A good example is the Chinese name for Almond 
Roca. 乐家杏仁糖 (lè ji-a xìng rén táng) uses the phonetic lè ji-a 
in Mandarin or lok ga in Cantonese (meaning happy family) 
for Roca, and the literal xìng rén táng (meaning almond candy).

Within the translation and localization industry, it is com-
mon knowledge that improperly translated names and cam-
paigns can chase away potential customers. In Mandarin, as 
in other dialects of Chinese, combinations of characters and 
syllables are used to create new words, particularly for new 
inventions and Western concepts. In the case of goods to be 
marketed as luxury goods in China, it is a good idea to have 
translators choose Chinese names that give the impression of 
opulence, such as 宝马 for BMW; the two characters mean pre-

cious (or treasure) and horse, respectively. In-country reviewers 
can also be instrumental in helping to determine if a Chinese 
name for a foreign company is suitable for the market.

Social media promotion
A common theme globally is that social media is used to 

keep in touch with family and friends and as a marketing tool 
for many companies. Americans, for example, consider read-
ing online reviews of restaurants and hotels before patronizing 
them. Chinese tend to visit Bulletin Board System (BBS) forums 
to get feedback on brands and virtual “word of mouth” before 
making major purchases.

Product placement initially paved the way for social media 
to play a huge role in the luxury product market in China. An 
example is Sufei’s Diary (苏菲日记), which quickly became a 
national sensation. The online show, based on the Portuguese 
miniseries Sofia’s Diary (O Diário de Sofia), is about a teenage 
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girl who relocates from Beijing to Shang-
hai to attend school, complete with the 
trials and tribulations of living with her 
father, stepmother and younger brother 
while dealing with homesickness, grow-
ing pains, mean girls and dating dilem-
mas. It features Sufei’s choices of a cell 
phone, laptop and makeup, and scenes 
revolving around this merchandise. One 

of the attractions for viewers is that 
they are able to play a role in the show’s 
development by virtually casting votes 
and helping Sufei decide who to go out 
with and what to wear. Show updates, via 
cell phone SMS messages, are available to 
fans following the program.

Many companies promote these cam-
paigns themselves, oftentimes through 

ad agencies. To spread awareness and 
increase wine sales, the government 
of Chile, along with Chilean wine pro-
ducers, started a Chinese social media 
campaign, in part through seeding infor-
mation on BBS forums. The campaign 
featured links to videos to educate par-
ticipants about wine itself, such as how 
to pair wines with food and even how to 
open a bottle of wine. This resulted in 
Chile moving up a spot of foreign coun-
tries exporting wine to China and tied in 
well with the previously discussed “face” 
concept. Being well-versed in wine and 
the ability to be able to afford it give 
Chinese consumers an air of class and 
sophistication among family and peers.

On its part, BMW mailed invitation 
letters to entice its Chinese customers 
to become members of its social media 
network through the www.myBMWclub 
.cn website. Members can create profiles 
and connect with like-minded people 
to share experiences and advice. At the 
same time, BMW is able to promote its 
brand through advertising new models, 
events such as auto shows and even by 
organizing road trips.

In terms of consumer-produced con-
tent, P1.cn is an exclusive, invitation-
only social media website targeted to the 
beautiful and wealthy and covers con-
tent related to luxury consumer goods, 
from gourmet cuisine and electronics to 
cosmetics and automobiles (Figure 1). 
One way that invitations are extended 
is through P1 staff photographers who 
scout potential members at fashion 
events, stylish nightclubs, high-end 
shopping malls and on the streets of Bei-
jing and Shanghai. This exclusive social 
network features member-generated 
profiles, blogs and galleries (often with 
photos of members’ brand name shoes 
and accessories) as well as information 
concerning fashion shows, nightlife, 
product launch events and high-profile 
parties to celebrate international holi-
days for expatriats and Chinese alike 
(Figure 2). Users can also connect to 
Sina Weibo, a Twitter-like platform, 
through the P1.cn site. Weibo (微博), 
meaning microblogging or tweeting, is 
used by several foreign luxury brands 
as a social media tool. The buzz created 
by consumers and celebrity microblog-
gers promotes the products, increases 
hype and provides clues as to consumer 
demographics and what “works” in the 
Chinese market. 

Figure 1: P1.cn magazine’s gourmet section, featuring wine, dessert and pizza.
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There is also a magazine section of 
the website. While advertising materials 
are provided to P1.cn by ad agencies 
and are published in conjunction with 
campaigns, advertorials, which are very 
common in China, are also posted by 
in-house staff, freelance writers and col-
umnists to feature products and exclu-
sive destinations. Members also post 
comments about the items spotlighted in 
the advertorials, which can give luxury 
goods manufacturers invaluable market 
data. On the whole, Chinese people feel 
more freedom to express true opinions, 
rather than saying what they think you 
want to hear, which can change out-
comes of in-person focus groups. P1.cn 
conducts online market research and 
creates reports for both internal use and 
as a service to its clients. Companies do 
not have direct access to post advertori-
als, but previous campaigns with client 
content have been translated into Chi-
nese for use on the website. 

To accompany the advertorials and 
advertising, the website also features an 
online mall where luxury brand name 
items — YSL, Juicy, Prada and Fendi, to 
name a few — are made available to mem-
bers at discounts. E-mails alerting mem-
bers of special promotions are sent weekly.

The July 2010 Statistical Report on 
Internet Development, from the China 
Internet Network Information Center, 
showed that the number of mobile inter-
net users reached 277 million over a year 
ago, which accounted for nearly 65% of 
all internet users. In keeping with this 
trend, P1.cn launched a smartphone app 

internally in August and externally in 
late September/early October 2011. Based 
on P1.cn’s research, Chinese people use 
mobile phones to reach online services 
to a greater degree than in many other 
countries. In its most recent internal sur-
vey, it was found that more than 80% of 
P1.cn members own smartphones.

Tips and challenges
Although search engine optimization 

is a consideration, foreign companies 
need to remember that the market is 
dominated by Chinese equivalents. For 
example, Baidu (百度) and Tencent (腾訊) 
replace Google and Yahoo!, and Youku  
(優 酷) trumps YouTube. That being said, 
to increase ranking on Chinese search 
engines, it helps to use a .cn or .com.cn 
domain name and to host sites in China.

In addition to the usual advice of 
watching color schemes and avoiding 
acronyms where possible, it is important 
to note that Chinese government policies 
can suddenly change. An example of 
this is that in March 2011, the Beijing 
Administration for Industry and Com-
merce instituted a ban on certain adjec-
tives, such as luxury (奢侈), royal (皇家) 
and supreme (顶 级) on billboard adver-
tising; violators are subject to fines of up 
to 30,000 yuan (approximately $4,638). 
Although at the time of writing there did 
not appear to be any regulations that 
forbade use of these words in online 
marketing, language service provid-
ers (LSPs) can additionally help luxury 
merchandisers and ad agencies wishing 
to use social media in China by raising 

the issues that can affect linguistic styles 
and remain compliant with Chinese law.

While writing content targeted to the 
Chinese user is not as rigid as technical 
writing guidelines and specifications, 
it is crucial to keep up with trends. The 
Chinese market and social media are 
evolving and changing as quickly as 
the skylines of its major cities. Through 
the monitoring of government policies 
and keeping luxury goods manufactur-
ers abreast of new opportunities in the 
Chinese social media sector, LSPs can be 
well positioned to play an important role 
in their development.  M

Figure 2: P1.cn magazine’s nightlife galleries.
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HootSuite’s crowdsourced

translation project

Rebecca Ray

S
Social media companies are not following the 

same model as their business software predeces-

sors or e-commerce cousins. Intent on building 

communities from the ground up, companies 

such as HootSuite keep close tabs on first adopt-

ers of their products around the world. When 

they spot a good opportunity for organic growth 

and expansion of their brand into a new region, 

they often jump at it, leveraging crowdsourced 

translation to deliver localized and adapted ver-

sions as quickly as possible to local markets.

HootSuite is a social media dashboard that allows organiza-

tions to launch marketing campaigns and distribute targeted 

messages across multiple channels. Launched in December 

2008, HootSuite’s user base includes governments, celebrities 

and organizations — from The White House to Martha Stewart. 

HootSuite marketing director Dave Olson shares his predictions 

for his company’s up-and-coming markets, the ways in which 

different communities use its products and how his team main-

tains the “hoot” style in other languages. Along the way, he 

reveals why HootSuite does not work with language service 

providers and explains its decision to support its international 

expansion through crowdsourced translation.

Ray: What are HootSuite’s most active communities geo- 

graphically?

Olson: When we achieved our milestone of 1,000,000 users at 

the end of November 2010, our top 11 countries included France 

and Germany. By the time we reached 2,000,000 users just seven 

months later in early July 2011, those two countries had been 

replaced by Indonesia and Mexico, and Australia had been pushed 

out of the top ten by South Korea. Currently, in order of priority, 

we see the most activity in the United States, followed by Japan, 

the United Kingdom, Canada, Brazil, Spain, The Netherlands, 

Indonesia, Mexico, South Korea and Australia. The top social 

profiles now include Twitter, Facebook, LinkedIn and Mixi. 

Ray: What are HootSuite’s up-and-coming markets?

Olson: Japan was an early, fast mover for us. Over the past 

eight months, we have seen a lot of activity all around the 

Spanish-speaking world. We released our Spanish version in 

April 2011. Most recently, we’ve seen rapid growth in Brazil 

and Indonesia, and we continue to expand steadily throughout 

Europe, with the Dutch leading the way.

Ray: Are English speakers now in the minority?

Olson: Not quite yet. English-speaking countries are right at 

about 50% of our total web traffic and accounts, but they rep-

resent a much higher percentage of our Pro and Enterprise cus-

tomers. The English version of the dashboard is still the default 

for users who don’t yet have HootSuite in their own language.

Ray: Do communities in different countries use HootSuite in 

diverse ways?

Olson: We definitely see a variation in social media use by 

region and by culture. The difference also depends somewhat 

on the availability or prevalence of technology. For example, 

in Japan, the keitai feature phones are still commonly used — 

often in conjunction with smartphones — and Mixi continues to 

be the top social network there. As such, we chose Japan for our 

first fully-adapted version to address both its unique platform 

and its fast-growing group of users. It’s also worth noting that 

140 characters in Japanese, Chinese and Korean can convey more 

meaning than in languages based on Roman characters. Twitter’s 

top four “tweets per second” events are all Japan-centric.

In the case of Brazil, technology has again influenced how 

we support that market. Desktop computers are not as common 

or reliable due to access and power issues in that country. At 

the same time, iPhones and BlackBerries continue to be pro-

hibitively expensive. This means that Android is now one of 

the preferred platforms in Brazil; it is growing quickly, so we 

support it with a localized version. We also provide localized 

versions for the iPad, the iPhone and the BlackBerry. 

Over in The Netherlands, mobile apps are a popular way 

to use HootSuite. In Spain, we’re seeing a lot of growth for 

Rebecca Ray is a senior analyst at the market 

research firm Common Sense Advisory. Her 

primary research focus includes enterprise 

globalization, social media, multilingual  

SEO and global product development.
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business use. And in Egypt during the 
civil unrest earlier this year, HootSuite 
was not blocked initially by the Egyptian 
government, though Twitter and Face-
book were. Since there was already an 
Arabic version available, we saw a large 
spike in users. This led to a rapid increase 
in usage, and the localized Arabic ver-
sion was especially handy. By the way, 
for more information on this subject, 
you can go to http://blog.hootsuite.com/
egypt/.

Ray: What criteria does HootSuite use 
to decide whether it localizes or adapts 
its products for a specific market?

Olson: We seek out areas that are al- 
ready showing organic growth and inter-
est from the marketplace. This suggests to 
us that our brand and product resonate 
and that we have advocates on the ground. 
Then we look to the country’s growth rate 
as the primary indicator. We take into 
account the rate of internet penetration, 
especially in the area of mobile platforms 
and the reliability of network access. We 
also conduct research to understand how 
social media is being used locally, espe-
cially in the business sector, to see if there 
is a fit for us. We also encourage users to 
vote for their language on our translation 
feedback page.

We closely watch Twitter mentions, feed- 
back requests and traffic trends to deter-
mine where HootSuite is really growing. 
This is followed by research in areas such 
as popular networks, prevalent platforms 
and market maturation. If we think there 
is a community forming, we’ll then bring 
on a community builder to encourage and 

nurture “HootUps” (self-organizing user 
events), translation assistance through 
crowdsourcing and advocacy.

Let’s take the example of Japan. 
When we started noticing significant 
brand mentions in that country, we 
began listening to user needs. Based on 
what we learned, we initiated a local-
ization project to cover the dashboard, 
help desk support, Twitter accounts 
and blogs. HootSuite CEO Ryan Holmes 
then visited Japan in the spring of 
2010 to form business relationships 
with some partners in the region. From 
there, we continued to respond to the 
unique requests of the Japanese market, 
including the version adapted for keitai 
phones and the Mixi integration that I 
mentioned before.

Ray: Do you have to adapt your prod-
uct for use in local markets in addition to 
translating them?

Olson: Language is only part of what 
we do to support local users. Overall, we 
seek to build communities by identify-
ing and supporting the people who are 
providing technical assistance and evan-
gelizing our brand. At the same time, we 
make it a point to reach out to influential 
or high-profile social media users. We 
also instigate fun activities — for example, 
contests to design an Owly mascot for 
the local country. In everything we do, 
we respect the uniqueness of each mar-
ket. We don’t try to force everyone into a 
“one-size-fits-all.”

The campaign for the Spanish trans- 
lation was different from that of Japa-
nese. We realized that we couldn’t cultur-

ally localize the product for 20+ countries 
that use the same language but are proud 
of their uniqueness. So, we addressed the 
universal heritage of the languages by dis-
cussing this openly with the community 
working on the localized versions. The 
translators worked out the terminology 
and style issues among themselves. As of 
March 2011, the largest Spanish-speaking 
markets for us were Spain (33%), Mexico 
(22%), Venezuela (11%) and Argentina 
(8%). The countries with the highest 
growth rates were El Salvador (185%), 
Venezuela (143%), Honduras (126%), 
Guatemala (112%) and Puerto Rico (110%).

Ray: How do you maintain your “hoot” 
style in other languages?

Olson: Our brand has various charac-
teristics that appeal to different market 
segments and cultures. At the same time, 
we need to maintain some consistency 
overall in order not to dilute our brand. 
We apply an internal “tone and voice” 
document that defines how we talk to 
general users versus enterprise users. In 
the case of the former, we employ an 
attitude that we consider to be more fun, 
lighter and more encouraging. The tone 
for the latter group is more formal and 
forthright. These guidelines are meant 
to help translators follow our branding 
conventions as closely as possible.

Our international community manag-
ers play a valuable role through ampli-
fying the brand by tweeting in various 
languages. The tweets demonstrate our 
vocabulary, and at the same time further 
define what HootSuite is. We crowd-
source our translations with users who 

HootSuite’s top ten countries by color gradation (left) and their most popular social networks (right).
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know our brand and who are familiar 

with the unique vocabulary used in 

social media. For us, this is preferable 

to professional translation services that 

don’t have the same brand passion.

Ray: Are there any languages for which 

maintaining this unique style is espe-

cially challenging?

Olson: Absolutely. We encounter new 

challenges with every translation effort. 

English is a dynamic language, and new 

words are created every day, particularly 

in the realm of “social media speak.” 

Romance languages such as Spanish, 

French and Italian are more fixed struc-

turally and grammatically. It’s tough to 

find the right verbiage to explain a pre-

viously unheard-of word or phrase that 

has recently emerged in English. On the 

other hand, we encounter the opposite 

problem with Dutch. It’s a much more 

fluid language, so there are many ways 

to translate each component, along with 

many opinions on how. Additionally, 

Dutch words tend to be longer than 

those in English, and this can affect the 

design layout of the dashboard.

Some languages such as Russian 

have various modifiers for plurals, which 

can be cumbersome to work around. The 

Arabic version on the iPhone required 

us to develop a right-to-left layout that 

could be reversed on the fly. We even had 

a group working on Welsh, but the pro-

ject fizzled due to the difficulty of creat-

ing the appropriate vocabulary and the 

extreme word length in that language.

Ray: How do you provide context to 

translators to ensure that their transla-

tions meet the local community’s quality 

expectations?

Olson: We invite everyone to partici- 

pate in our translation projects and to sug-

gest translations. Then we accept appli-

cants to serve as language coordinators 

who are responsible for approving the best 

suggestions. These coordinators must be 

linguistically qualified and must commit 

to a certain level of project management 

and mentoring. Once a new language 

version is released, we receive immedi-

ate feedback from our users. When they 

complain, we invite them to help us 

improve. Further, when we release a new 

feature, the need to translate new word 

strings — which doesn’t always happen 

by release day, I might add — encourages 

people to jump in to help.

Ray: How do you manage your trans-

lation crowd? Do you employ in-house 

community managers?

Olson: Our community builders can 

be full-time or volunteer. It depends 

on the situation and the talent avail-

able. They usually start as interns at our 

corporate office, undergoing training 

and close supervision. In some cases, 

interns become employees; in other 

cases, they continue as volunteers to 

build the community. We have a num-

ber of international community manag-

ers at HootSuite who currently manage 

the Dutch, Spanish, Japanese, German, 

Korean and Portuguese language com-

munities. Language coordinators, who 

work closely with the communities on 

linguistic issues, can be interns, employ-

ees or volunteers. The coordinator role 

is sometimes taken on by community 

managers before they hand it off to vol-

unteers from international communities.

Ray: Do you engage language service 

providers to support HootSuite in any 

way?

Olson:  All of our localized versions are 

the result of in-house community man-

agers and the dedication of our amazing 

translation coordinators and volunteers. 

We did use one vendor for some early 

Japanese translations but found that our 

users were able to do a better job and 

enjoyed contributing.

Ray: What are the next languages 

scheduled for HootSuite’s Translation 

Project?

Olson: Korean and Indonesian are 

beginning to rally for the next release. 

We recently brought two helpers on 

board at headquarters to manage these 

growing communities.

Ray: How do you counteract the criti-

cism that HootSuite is leveraging free 

labor through its Translation Project to 

support a for-profit company?

Olson: We must maintain a balance, 

but we’re very aware of this issue and are 

careful not to take advantage of our com-

munity’s high level of goodwill. Overall, 

we listen to our volunteers and get to know 

each one. We’re users and contributors to 
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software projects, too, so we know the pit-

falls and treat folks the way we’d like to be 

treated ourselves. This means that we rec-

ognize our volunteers as the stars they are 

by thanking them publicly on release blog 

posts that include their biographies, photos 

and Twitter handles. We like to send them 

gifts, including extended free trials, cloth-

ing and Hootkits. We also support them 

through LinkedIn recommendations.  

A large part of the HootSuite success 

story is the fact that our tools truly help 

people build their businesses and their 

careers, as well as enrich their lives. 

As such, we find they are grateful and 

eager to help. By supporting us, these 

volunteers also have the opportunity to 

build their personal brand and reputation 

in their home countries, which they can 

then use as a springboard to win consult-

ing jobs and assignments in social media.

Ray: What does HootSuite gain from 

its translation volunteers that it cannot 

find within the professional translation 

community?

Olson: Crowdsourcing allows us to 

work with a number of translators who 

combine their knowledge of HootSuite, 

social media and the nuances of lan-

guage — expertise that is difficult to 

require of just one person. This method 

allows us to collaborate with a number 

of translators for each language, ensur-

ing that we account for each dialect.

A good example is Spanish, where 

vocabulary varies greatly from Europe to 

North and South America. The translators 

involved in this project are also passion-

ate HootSuite users, which means they 

already know the tools and are familiar 

with the world of social media. By work-

ing together, they have been able to create 

a vocabulary that works for all Spanish-

speaking regions and markets. This is 

quite an accomplishment since there are 

more than 20 countries involved.

The Translation Project also provides 

HootSuite the added bonus of adapting 

and translating our various products 

for language communities for which we 

could not initially afford to hire profes-

sional translators. Catalán, the co-official 

language in many autonomous regions 

in Spain and the only official language 

in Andorra, is a good example. It was 

recently added to the dashboard thanks 

to volunteers. This group is relatively 

small compared to other markets, which 

means we would not have translated to 

Catalan without their help.  M
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Arab Spring from 

cyberspace to reality 

Mohamed Attia

O
Over the last couple of decades, PCs, high-

speed internet, cellular telephony, portable digital 
photography and all the other multiple facets of 
communication and information technology (CIT) 
have gradually been affordable and accessible 
to more and more people across the globe. Even 
in many of the less-developed countries such as 
those in the Arab region, the widespread use of 
CIT was quite significant by the end of 2010.

In Egypt, which is the most populated country in the region 
with 85 million inhabitants, the penetration of cellular tele-
phony has exceeded 80%, while that of the internet access has 
exceeded 20%. In wealthier Saudi Arabia, the largest economy 
in the region, the two corresponding numbers are around 100% 
and 40% respectively. It is also remarkable that more than 60% 
of the population in these countries is under 25 years old. It was 
anticipated several years ago that the use of CIT would deeply 
influence the socio-economic and socio-political behavior of 
people. With the turn of the year 2010 to 2011, such a prophecy 
turned into reality with the revolutionary eruptions that swept 
Tunisia in January and reached a climax in Egypt by early 
February. Later in the same month, Yemen, Libya and Bahrain 
all revolted in parallel. In March, Syria, too, joined the fray, 
leaving the rest of the Arab countries as qualified candidates to 
ride this high tide of political change.

The twenty-first century commenced with each of these Arab 
countries trapped in the grip of a dictatorial regime. The few core 
figures making up the inner circle of the regime — sometimes 
called the family — absolutely monopolized both political power 
and wealth, as well as any aspect of public life in between. With 

television, radio and the press strictly controlled by the ruling 
regimes, with all kinds of independent political gatherings of 
the people prohibited, and with even the imported media scru-
tinized and subjected to censorship whenever necessary, there 
would be little hope for the people to act or even ask for reform. 

Apertures in this iron curtain started to be visible by the 
late 1990s with the emergence of such satellite channels as 
the famous Al Jazeera, which broadcasts a strongly defiant 
political discourse. However, the more serious cracks were still 
to develop as a result of the internet and cellular telephony 
surges that had ironically been initiated and promoted by the 
regimes themselves. By the start of the new century in Egypt, 
the core figures in the inner circle thought the new globalized 
business environment necessitated opening the country to CIT. 
Moreover, it was a chance for them to varnish the rusty regime 
with a thin layer of modernity. They both underestimated the 
capacity of people to ride this new CIT vehicle toward actual 
change, and overestimated the ability of their repressive police 
bodies to control the usage of these new facilities as they used 
to do with conventional media. 

The Ministry of CIT (MCIT) was established and added to the 
Egyptian cabinet in late 1999. During the first couple of years, 
the people connected to its networks were busy exploring tech-
nical, business and social issues in accordance with the initial 
view of the regime’s decision makers. However, the scene was 
persistently changing. By 2005, high-speed internet, mobile 
data transfer and cellular phone handsets equipped with digital 
cameras, as well as reliable multimedia and internet-based tele-
com applications over the internet, were all becoming familiar 
tools to a growing number of educated Egyptians. In spite of 
denying their digital inefficiency, the traditional security bodies 
of the regime were unable to fully control the activities of a vast 
number of people with enormous amounts of digital material. 

However, what people actually did is to turn these CIT 
channels into the blood vessels of an alternative media. They 
exchanged all kinds of politically taboo material, unveiling the 
cumulative fatalities of the regime from severe human rights 
violations to extreme poverty. With the state-run media stuck 
with the same discredited old propaganda, these new CIT-based 
alternative media afforded a free space that people had been 
missing for so long. It cannot be a coincidence that late 2004 
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and early 2005 witnessed the precur-
sors of political protests in the streets 
of Cairo for the first time in decades. 
It was amazing for people at that time 
to watch these initial demonstrations 
where tens-to-few-hundreds of political 
and social activists gathered to call for 
serious reforms. Numerous figures with 
various backgrounds gathered under 
the umbrella of the Kifaya (enough in 
English) movement with only two goals: 
no presidency-for-life and no passing 
of power to the president’s son. Kifaya 
was the first assembly of people to move 
from cyberspace to the streets with a loud 
and explicit no to Mubarak, who was by 
then a pharaoh president in power for 23 
years. While Mubarak ensured himself a 
fifth presidency term of six more years 
by late 2005, the candidate who came 
second to him surprisingly won about a 
million votes, even with a far-from-fair 
election. This candidate was imprisoned 
a few weeks later for more than three 
years; however, the road ahead was full 
of more headaches brought to the regime 
via CIT with its ever-growing commu-
nity. The most famous blogs were regu-
larly being read by tens of thousands. 
Despite not being legitimized by MCIT, 
Voice over Internet Protocol has also 
become widely used, especially for long-
distance calls. Above all, Facebook and 
Twitter were attracting tens of thousands 
of young Egyptians each month to its 
booming social networks.

Anger and rejection of the ruling 
regime reverberated in the real world 
in the form of hundreds of protests and 
sit-ins. According to an official statistic 
from the IT Institute (ITI) of the Egyp-
tian cabinet, sit-ins mushroomed from 
around 300 in 2009 to exceed 1,000 in 
2010, which granted Egypt the third rank 
worldwide in this regard. The stark alarm 
for the Egyptian regime came on April 

6, 2008, when a nationwide strike was 
called for via social networks. That call 
resulted at the end of the day in massive 
protests in the major city of Mahalla in 
the Nile’s delta. It looked like the pilot 
project of a revolt and took forces from 
five neighboring governorates to crack 
down on it. The regime then tried to react 
by pursuing activists and implanting its 
loyalists in cyberspace, which was too 
little and too late. In spite of the detain-
ment of some activists and the emergence 
of the regime’s e-committee working in 
cyberspace, the streets had already been 
mobilized with an escalating determina-
tion to start up an all-new political era. 
The apparent widespread fraud in the 
parliamentary election in November 2010 
for the benefit of the ruling party was 
a turning point that spread nationwide 
resentment. 

The revolution in Tunisia erupted in 
December 2010 and managed to force its 
tyrant to flee on January 14, 2011. Hav-
ing similar conditions to those of their 
Tunisian fellows before January 2011, 
a consensus among Egyptians built up 
over the following days that their time 
had also come to move on a much larger 
scale. Calls for massive protests on Janu-
ary 25 pervaded social networks and sev-
eral million took it seriously. Over 60,000 
confirmed their participation. The num-
bers of protesters escalated across the major 

View of El-Tahrir (Liberation) Square in Cairo on February 11, 2011, where three 
million protesters gathered just before President Hosni Mubarak was forced to step down.
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cities in Egypt, and after four days of epic 

resistance in the face of ruthless crack-

downs, the people overcame the regime’s 

police forces and took the streets. With 

the whole globe anxiously following the 

situation, the drama reached its apex on 

February 11 when over 10 million flooded 

the streets across the country, forcing the 

president to step down.

Tunisia inspired Egypt, which in turn 

inspired Yemen, Libya, Bahrain and then 

Syria. Not only were the culturally simi-

lar peoples across the Arab region learn-

ing from one another, the regimes were 

learning too. The people in different Arab 

states realize the strong similarities of 

their grievances, the common brutal and 

corrupt nature of their regimes, and their 

common way out. The flow of repressive 

experiences was ironically catastrophic to 

the ruling dictatorships, as it led them to 

escalate their cruelty, which only poured 

more oil on the fire. Amazingly, there was 

no better answer to the primal question 

“Who is behind these revolutions?” than 

“the people!” This apparent lack of lead-

ership was actually the first strong point 

of the ongoing chain of Arab revolutions, 

which could technically be classified as 

non-hierarchical or flat revolutions. Any 

uprising with a known or even suspected 

leadership would certainly be suppressed 

by such regimes by detaining or assas-

sinating the leaders. Social networks in 

such a case would then be a trap for the 

people and a weapon for the regimes. 

With widespread anger and rejection to 

the dictatorships, flat network structure 

was the genius solution to rally support 

behind these uprisings. Practically, social 

networks were indispensible to maintain 

a structure where everyone was fully 

connected to the others via peer-to-peer 

relationships. There were no leaders or 

managers, only short-term coordinators 

continually exchanging their roles with 

other fellows on the network. 

A second feature was the remark-

ably swift development of events during 

these uprisings. The protests that began 

in Egypt developed into a nationwide 

uprising within four days, and it took 

only 14 more days to overthrow Mubarak 

from power. The whole story took 27 

days in Tunisia, thanks to CIT and social 

networks that again enabled the facts on 

the ground to fly instantaneously to the 

cyber networks. These events were sub-

ject to open discussion, leading to deci-

sions made collaboratively that in turn 

found their way to immediate execution. 

Due to media blackout, reputable televi-

sion news channels did not have any 

other option but to rely to a great extent 

in their coverage of the Arab Spring on 

the audiovisual material captured by 

amateurs and eyewitnesses using their 

digital and cell phone cameras. Such reli-

ance approached 100% when the blackout 

was complete, as in the case of Syria.

The third aspect of CIT as a facilita-

tor of this ongoing Arab Spring was the 

importance of integrating all its tools 

together from the most simple and tradi-

tional facilities to the most sophisticated 

and advanced methods. In a desperate 

response to the threat of losing power, 

the regimes resorted to shutting down 

the internet and cellular telecom, enforc-

ing a complete media blackout, and 

jamming satellite television channels. 

The people in Egypt and in other coun-

tries as well resorted effectively to every 

other means they could reach. Landline 

telephones were not only used for voice 

calls but also to send short Twitter mes-

sages, to fax captured images, and in 

few cases to reach a low-speed internet 

via dialup connection. Digital cameras 

were still recording everything on their 

tiny memory cards, which were easy 

to smuggle and find their way to the 

internet and television. The few satellite 

phones available were effectively used 

to transmit live testimonies, especially 

to reputable world news channels that 

in turn were jumping every few hours 

from one frequency to another in order 

to evade jamming. Adding insult to 

injury for the regimes, millions of fresh 

protesters rushed anxiously to the actual 

battlefields when deprived of the other 

means of finding out what was going 

on. The methods deployed to get around 

internet surveillance ranged from simple 

ones, such as logging on from public 

places like cybercafés for short ses-

sions with content prepared offline, to 

advanced ones like IP-hiding software. 

Compatriots living abroad also played a 
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significant role; however, hiding among 

the crowd is the major defense line in 

this situation. 

One more characteristic of the Arab 

Spring was the evolution of a rich politi-

cal discourse over cyberspace in general 

and over social networks specifically. This 

discourse was a mosaic made up of the 

simplest to the most sophisticated propo-

sitions, in standard as well as dialectal 

Arabic, and written in Arabic transcribed 

in either Arabic or Latin script, in English 

or even in French. It was further enriched 

by emoticons, hyperlinks and other multi-

modal entities. Many terms in the dialects 

of the revolting countries were getting so 

popular that they got adopted in the dia-

lects across the whole Arab region, which 

is ultimately bringing these dialects closer 

together. Not only the dialectal terms but 

also the political slogans being chanted 

in the demonstrations were unified. Take, 

for example, the top chant in the Arabic 

streets that “The people want to bring the 

regime down.”

Forecasting detailed scenarios for 

future developments can only be con-

jecture; however, one can be quite 

sure of profound consequences of the 

widespread CIT and social media for 

the macro-political scene. It should first 

be confirmed that CIT and social media 

never start a revolution by themselves, 

but may facilitate it when reasons and 

conditions mature. With similar griev-

ances, aspirations and facilities, these 

revolutions and uprisings are trans-

boundary, not only within the Arab 

region, but also elsewhere in our little 

digital global village. See, for example, 

the recent massive protests in economi-

cally troubled southern European states 

such as Greece and Spain. It was also 

remarkable to see China blocking the 

search for keywords such as Egypt, 

revolution and 25 January during the 

revolution in Egypt. Dictatorships and 

widespread CIT with all its manifesta-

tions cannot coexist for long, and 

ultimately the former will fall. Even in 

well-established democratic states, the 

ways in which democracy is practiced 

will radically change. More people will 

join the democratic process, especially 

the youth, via the new channels of CIT 

and social media. The Arab Spring was 

an example of bringing people back to 

politics after 60 years of its abandon-

ment. Continuous dialogue among peo-

ple with different ideas and ideologies 

may take place, leading communities to 

more understanding, less extremism and 

stronger political centrism.

The authenticity of both the people 

and the material in cyberspace, especially 

in areas of conflict, has always been an 

issue; however, it becomes a highly chal-

lenging one when it is combined with 

the condition of keeping people’s privacy 

and security safe. Designing solutions 

to these challenging issues is therefore 

crucial for the realization of the new 

people’s digital regime that is occasion-

ally called sarcastically “the Facebook 

Republic.”  M
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Localizing with

community translation

Rebecca Petras

I
In 2011, the buzz around the community is 

like the buzz around the post-PC era in 2010 

and the cloud in 2009. Perhaps it is an over-

used word and concept, or perhaps it is a bril-

liant new approach to business. Whichever it 

is, many localization teams and companies are 

trying to figure out how to create communities 

of users that can engage internationally and get 

work done quicker and more cheaply.

This is not about social media marketing in the industry (see 
sidebar on page 42). It is rather a way to use community tools 
to make sure a company is communicating with its constituents 
wherever they are. And it also is not about doing something 
like translation for free. Creating and managing a community 
translation network are time consuming and require professional 
oversight. 

A few companies and nonprofits are forging the way, and 
what they have learned can benefit everyone. We will look at four 
successful community translation programs: Translators without 
Borders, Kiva.org, Adobe and Google. How they are using com-
munity translation programs differs greatly. 

“The business driver for community translation is simply 
engagement with the community that exists,” says Janice Camp-
bell, international program manager at Adobe. “It is not just about 
setting up the technology to run translations to take the human 
element out of the process. It is actually about engaging.” She 
added that while there may be a slight cost savings gained by 
running translations through a community translation platform, 
the amount is minimal because, in the case of Adobe, most of 

the translations are into languages that would not have been 
otherwise supported. Campbell has talked often about community 
translation. She points out that you can extend your reach to 
new markets; improve quality by getting feedback on terminol-
ogy from the community of users who really know the products; 
possibly save costs (although this is true for nonprofits more than 
for-profit companies); increase scalability with many contributors 
able to accomplish a lot of translated words; and, finally and most 
importantly, increase engagement with the community of users.

Sergio Pelino, senior localization operations manager at 
Google, agrees that engagement with the community is critical, 
but so are cost savings. Google is in the process of establish-
ing a direct-to-freelancer community translation program that 
is quite different from that at Adobe. Adobe works with users 
of their products, many of whom are identified in user forums 
and groups around the world and most of whom are not pro-
fessional translators. They are not paid for their translations and 
are generally compensated through recognition and the fact that 
they contributed to the overall improvement of the product they 
use. Google, on the other hand, is establishing a community of 
vetted translators who will be paid for their services and who 
will interact directly with the Google team using a sophisticated 
technology platform. 

According to Pelino, while cost was a driver, the most impor-
tant reasons Google developed the program were to increase 
overall quality of translations and to ensure speed of delivery. “We 
wanted to get closer to the process than we were with multilingual 
vendors running our localization,” says Pelino. One year into the 
direct-to-freelancer program, which is currently operating for two 
languages, Pelino says they have already realized a cost savings. 
“But as we scale with more languages and more translations, the 
important question will be whether we can maintain quality and 
delivery speed, which are the most important criteria of success.” 

Naomi Baer, senior director, global partner operations at Kiva 
.org, a not-for-profit organization with the mission to connect 
people through lending to alleviate poverty, developed a com-
munity translation program out of necessity. When the nonprofit 
was quite small, it recognized the need to translate lending 
appeals in order to find lenders. “Initially when we were small, it 
probably would have been more cost effective to outsource a few 
translations rather than build the infrastructure for a community 

Rebecca Petras has a master’s degree 

from the Columbia University Graduate 

School of Journalism and does public relations 

for companies such as Rubric and the 

Globalization and Localization Association.

40-42 Petras #123.indd   40 9/21/11   1:53 PM

mailto:editor@multilingual.com


Industry Focus

41www.multilingual.com October/November 2011  MultiLingual  |  

platform. But as we grew quickly in the 
last few years, it was clear we could not 
have scaled up without the community 
translation program in place.” 

Baer is a firm believer in the impor-
tance of maintaining strong ties with the 
community — communicating regularly 
with them, providing opportunities for 
recognition, training them as needed, 
and simply being part of their world. 
She notes that one of the misconceptions 
about community is that bigger is better. 
“While increasing translation volume, we 
have deliberately reduced the numbers in 
our community and are focusing more on 
engagement with that community. That is 
what makes it successful.”  

Lori Thicke agrees. “Translators with-
out Borders is all about community,” says 
Thicke, cofounder of Translators without 
Borders, a US-based 501(c)(3) charity 
with a Paris-based sister organization 
called Traducteurs sans Frontières. Both 
organizations are nonprofits that provide 
pro bono translations to support global 
humanitarian work. “In the early days of 
Traducteurs sans Frontières, back in the 
1990s, our approach was based on the 
old translation company model. A non-
governmental organization (NGO) such as 
Doctors Without Borders would request a 
translation, and the project manager would 
place it with the appropriate translator. 
When the Haiti crisis began, we realized 
that if we wanted to respond to the over-
whelming need for our services, we had to 
get out of the middle of the process and let 
the community manage itself.” With the 
goal of creating a self-managing online 
community of professional translators 
who work directly with NGOs, Translators 
without Borders approached ProZ.com 
for help in programming a community 
platform. “We had literally thousands of 
translators volunteering, and we wanted 
a platform that could automatically link 
them up with the aid groups that needed 
their help,” says Thicke. 

Today, the Translation Center that 
ProZ.com programmed lets approved 
NGOs post their projects directly to the 
web. Once the project has been posted, 
vetted volunteers in that language pair 
are alerted that a project that may interest 
them is available. The first volunteer to 
respond picks up the project and returns 
the translation, all without the involve-
ment of a human project manager. “The 
new Translators without Borders Transla-
tion Center means that we can help many 

more NGOs,” says Enrique Cavalitto, who 
manages hundreds of thousands of 
words from community-donated trans-
lations each month.

“The community needs us to facilitate 
the process with technology, but not man-
age it from the top down,” says Françoise 
Henderson, a board member for Transla-
tors without Borders and chief operating 
officer for Rubric where she helps manage 
communities of translators, especially in 
Africa. “The translation quality is actually 
higher because individuals are engaged 
with a project and with the requesting 
NGO. They know why the work is impor-
tant, and they have that relationship. 
People are part of the Translators without 
Borders community, but they are also in 
individual relationships with the client, 
and that’s what makes the difference.” 

So what does all of that mean for 
the future of multilingual vendors and 
the language services industry? “I don’t 
see language service providers going 
away. We are never going to give up 
professional translators, but community 
is used for other purposes,” says Camp-
bell. In a recent webinar on community 
translation, Campbell explained that it 
is not a decision between professionals 
or the crowd, but rather using both and 
shifting roles. Professionals may have 
new, more specialized roles, such as 
vetting the crowd of translators or orga-

nizing and listening to the crowd. She 
added that in many cases the languages 
being translated by the community are 
those that would not have had trans-
lated materials without the community; 
in fact, more words overall are trans-
lated because of the community. 

The role multilanguage vendors play 
in the world of community translation is 
changing, and there may be innovative 
ways to participate. Interestingly, in the 
age of community translation, “work at 
LSPs can actually increase, not decrease,” 
said Hans Fenstermacher, board chair 
of the Globalization and Localization 
Association. “Forward-thinking LSPs are 
combining technologies — such as wikis, 
social networks and machine transla-
tion — with traditional translation and 
innovative management approaches to 
offer their clients a mix of services and 
levels of quality. It’s an exciting time.” 
As Pelino of Google pointed out, it takes 
a lot of work to put the infrastructure 
in place for a community translation 
program, and no one understands the 
technology better than those at LSPs 
who have used it. The project manage-
ment piece is also critical. It is clear that 
you cannot just let the technology loose 
to run the community. Those who best 
understand how project managers sup-
port community translation platforms 
will be best positioned to play a role.  M
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Is social media used in our industry?
After I came back from Stockholm last 

May, where I attended the Networking 
Days organized by ELIA, I wanted to 
learn about some of the companies I’d 
encountered. I assumed that most of 
them would have a great presence in 
the new marketing tool that Facebook 
represents. However, to my surprise, only 
22 out of 57 companies had a Facebook 
page. Of these, 12 did not have any 
information that could tell me if they 
were the translation company I was 
looking for, as they did not include any 
data on their services or address. Two 
did not have any information in English. 
Two were closed groups, so I could not 
become a fan of them. Thus, only six of 
57 had a valid and clear presence on 
Facebook, and of these only four included 
some sort of really solid content. 

This data really puzzled me. Social media 
and the virtual world have somewhat 
flattened the marketing world between 
big and small companies. Once upon a 

time, phone, post and courier boxes were 
the only way of getting projects from 
clients. Clients reaching out to you was the 
privilege of only a few companies with a 
strong, worldwide presence.

A few days after I came from Stockholm, 
Common Sense Advisory published “The Top 
50 Language Service Providers” and I used 
this listing to do some similar research 
among them. The starting point — whether 
they have a page on Facebook — narrowed 
them to 39 out of 49. Of these, 20 had no 
information on the company at all, 13 had 
more than one page under the same or very 
similar names, and two were closed groups. 
Five had as their only information the 
content of their entry in Wikipedia.

So the real difference between 
smaller companies and the leaders of 
the industry is that the latter ones have 
understood the importance of being on 
Facebook but — and here is the big news 
for the companies with fewer resources 
— they are not really using it. Only three 

are actively offering content! 

Perhaps it is too early to see if 
advertising on Facebook and similar 
pages is providing a hefty return on 
investment, but you need to think about 
it as a powerful interactive marketing 
tool for which you already have an 
audience: your clients, your vendors 
and your competition. All of them are 
your potential followers. Once you 
have these followers, you will face the 
second challenge: the content. This 
is your opportunity to differentiate 
yourself. Typically, you will be trying 
different approaches, sharing company 
or industry news and maybe even 
jokes — anything that you might deem 
appropriate. The good news is that 
Facebook stats are quite powerful and 
will give you good insight not only into 
the number of new and active users, 
but, moreover, which comments or links 
really catch the eye of your readers, so 
you can quickly adapt the way you are 
populating your page.

As a spin on this new way of 
marketing, not only are companies 
going into LinkedIn and now Facebook 
to research the background of anyone 
they are hiring to find the “real profile” 
of a candidate, looking at their interests, 
comments and affiliations, but the 
potential candidates, especially the 
youngest ones, will also search for 
your company to find out how formal 
or informal it is. For example, they will 
look at what is said about the company 
in the blogosphere. Forget about the 
official website. This type of information 
is primarily searched outside of it these 
days, and Facebook is a good place to 
communicate what your company can 
offer in terms of value.

Here are some basic marketing tips 
for starters:

 Information in your native language 
alone is fine if you are only targeting your 
country and/or language, but otherwise, 
you’re missing the potential of the 
internet.

 No closed groups, unless you want to 
use the page as an intranet. 

 Try to control the setting up of new 
pages. You should not have four pages 
with the same name. If you cannot delete 
the redundant ones, make sure to have 
the content visible to all, so your potential 
followers can easily identify the one they 
should connect to.

— Arancha Caballero, Nuadda
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Creating translation-oriented

source documents 

Nicole Keller

H
Here are some tips for optimally preparing 

source documents for translation during their 
initial creation. A well-prepared and cleanly-
formatted source document can save a lot of 
time and money during translation with a trans-
lation memory (TM) system since the recogni-
tion capabilities of the TM system only make 
sense if the segments to be translated are actu-
ally identical or similar. These rules are derived 
from practical experience. At first glance they 
may appear insignificant to the author of a text, 
but for the translator, some of these things pres-
ent considerable problems.  

PDF files vs. original file formats 
Whenever possible, avoid using PDF files as the source 

document format for translation. Always try to provide the 
original file format that served as the basis for the creation of 
the PDF files since PDF files cannot currently be edited in some 
programs and instead have to be transformed into another for-
mat (usually Word) before translation. The transformed docu-
ments must generally be edited again before translation since 
the converted text usually contains too many formatting errors 
to be able to translate it sensibly with a TM system. This editing 
is always associated with additional time and cost and delays 
the start of the translation. 

Hard line breaks 
Avoid hard line breaks (paragraph marks) within sentences; 

otherwise, no sensible segments can be offered for translation. 
Line breaks should only be used if a new paragraph is actually 
started. TM systems decide using segment end limiters where 
a translation unit (normally a sentence) ends. These characters 
are generally ., !, ? and ¶. A line break is always detected as a 
segment end, and manual editing is required if the line break 
is within a sentence and subdivides it into two segments as a 

result. Manual adaptation by the translator requires additional 
time, and the initial analysis will find fewer hits in the TM 
(matches), which will make the translation unnecessarily expen-
sive. Frequently, hard line breaks in PowerPoint or in desktop 
publishing programs are put in the wrong place because transla-
tors do not have sufficient knowledge about how to work with 
these programs. Below is an example of a sentence that contains 
an incorrect line break (Figure 1) because the text was copied 
from a PDF file. The sentence is subdivided into two illogical 
segments as a result, and manual adaptation by the translator 
is required.  

Soft line breaks 
Soft line breaks (Ctrl+Enter) should also be avoided. TM sys-

tems do not interpret them as segment ends, which is why such 
units are not detected correctly and they have to be re-worked 
manually by the translator. Below is a text sample that contains 
a soft line break at the end of each bullet point (Figure 2), which 
causes the whole text to be offered as a single unit for transla-
tion. Soft line breaks are frequently inserted unintentionally by 

Nicole Keller, a university lecturer and freelance 

Across trainer, specializes in English > German 

translation and the training of translation 

memory tools as well as terminology databases. 

In • the • middle • of • this • first • sentence •  
there • is • an • incorrect • line • break

Please • check • the • following: 

- • spell • check 

- • formatting 

- • dates • and • numbers 

- • terminology

Figure 1 (top) and Figure 2 (bottom).
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copying texts from various applications 
into source documents. This happens quite 
frequently if the text to be translated is 
copied from an e-mail into a Word docu-
ment, for example.  

Manual page break 
Very often manual page breaks are 

inserted for formatting purposes — 
because a headline falls at the bottom 
of a page, for example. To improve the 
layout and the readability of the text, 
the author inserts a manual page break 

at a specific location. However, during 
translation, texts usually grow or shrink 
in length depending on the language 
combination, so it is very unlikely that 
the manual page breaks from the source 
text should be placed in the same loca-

tion as in the target text.  Usually the 
manual page breaks are not “translated,” 
but are skipped during translation. They 
are inserted into the final version of the 
text after the translation is finished and 
the text is converted back into its origi-
nal document format.

Blank spaces and tabs
Try to use tabs or indents to indent 

texts and do not use a series of blank 
spaces to do this. After reading the 
document into a TM system, these char-
acters are all displayed. In 99% of cases, 
the translation with the same blank 
spaces will look different than it does 
in the source document. The text then 
has to be reworked after the translation 
in nearly every case. Compare a sample 
text as it might appear in Word (Figure 
3) with similar sample text as it might 
appear in crossDesk (Figure 4). While 
working, a translator can only assess 
with difficulty whether the blank spaces 
actually have a particular function or 
whether they only serve formatting pur-
poses. If we assume, for example, that 
the translator does not delete the blank 
spaces from the translation and tries to 
put them in the same place in the target 
text as in the source document, then 
after the export, the translation would 
look like the data in Figure 5.

Date, time and number formats 
For the detection of date, time and 

number formats, TM systems orient 
themselves according to specified rules. 
Thus, in the Across system settings, it 
is specified whether date formats in 
German have the format DD.MM.YYYY 
or DD.MM.YY. If there is a blank space 
between the numbers, the date is no 
longer recognized as a coherent number 
group, and it cannot be checked for cor-
rect usage in the translation. This hap-
pens frequently with dates and numbers 
in the thousands. See, as an example, 
08. 10. 2011 vs. 08.10.2011 (Figure 6) 
and 5.000 vs. 5 000 (Figure 7). The red 
lines indicate to the translator that there 
is a number and which number areas 
have been detected as coherent units. If 
the red line is interrupted, several units 
were detected. In this case, no sensible 
checking can be done to ensure the cor-
rect takeover of the number formats. It 
is therefore recommended that for texts 
that contain a lot of date, time and 
number formats, you specify a uniform 
format and use it consistently.  

Uniform spelling  
of specialized terminology 
The uniform spelling of specialized 

terminology is essential for correct 
terminology detection. In German, for 
example, writing a term as one word 

Bulleted · list · with · a · series · of · blank · 
spaces · instead · of · tabs · or · indents ¶
-···· This · sentence · is · to · demonstrate · 

what· a · text · looks · like  

······if · a · series · of · white · spaces · is · 
inserted · instead · of · tabs · or · indents ¶

-···· This · sentence · is · to · demonstrate · 

what · a · text · looks · like  

······if · a · series · of · white · spaces · is · 
inserted · instead · of · tabs · or · indents

Aufzählung mit Leerzeichen statt Tabula-

toren oder Einsügen

- Dieser Satz soll zeigen, wie eine Text 

aussieht, wenn man mehrere Leerzeichen 

statt Tabulatoren oder Einzügen verwen-

det.

Der • erste • Satz • enthält • die • korrekte • 

Schreibweise • von • „Diabetesbehandlung“. 

Im • zweiten • Satz • werden • zwei • andere 

• Schreibweisen • verwendet: • Diabetes • 

Behandlung • und • Diabetes-Behandlung. 

Datumsangabe: · 08.·10.·2011 ·  

vs. · 08.10.2011

Beispiele: · 5.000 · vs. · 5· 000

Figure 3 (top) and Figure 4 (bottom).

From top, Figures 5, 6, 7, 8 and 9.
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(Diabetesbehandlung), as two words 
(Diabetes Behandlung) or connecting two 
words with a hyphen (Diabetes-Behand-
lung) is a frequent cause of inconsistent 
translation since the automatic terminol-
ogy detection is not activated in these 
cases.

Figure 8 shows an example of cor-
rect spelling. The red marking indicates 
that the term is present in the crossTerm 
terminology database. The stored trans-
lation is suggested to the translator. 
The translator can then take over this 
suggestion directly into the translation. 
Figure 9, however, shows two examples 
of alternative or incorrect spelling. The 
system does not recognize the special-
ized term, and the terminology window 

remains empty. Thus, the translator does 
not know that there is existing terminol-
ogy information and may translate the 
term inconsistently or incorrectly.  

Usage of correct abbreviations 
Always use the correct spelling of 

abbreviations. If you use different spell-
ings for one and the same word, the 
segmentation of the sentences will be 
incorrect. For example, if you look up 
the word approximately, you will find 
app., approx. and apx. as abbreviations. 
In Across, app. and approx. are defined 
as abbreviations for approximately, but 
if you use apx. the sentence will be 
subdivided in two segments and manual 
adaptation by the translator is required. 

Superfluous formatting 
If you work frequently with colored 

marking in the text in order to visually 
emphasize text passages, you should 
make sure that this has been removed 
completely before translation and that 
there are only line breaks and blank spaces 
remaining. Otherwise, this “invisible” 
formatting is offered to the translator 

as possible formatting and may result 
in the translator writing directly in the 
wrong font or color.

 
Hyphenation 
If you want to use hyphenation in 

your text, make sure that you either use 
the “automatic hyphenation” function or 
insert an optional hyphen manually. Many 
people just insert a normal hyphen instead 
of using the automatic hyphenation or the 
manually inserted optional hyphen. In this 
case the translator and the TM system face 
the following problems: standard hyphens 
are recognized as normal characters and 
add an additional character to the word in 
which they are placed. This means that the 
translation unit stored in the TM will not 
be a 100% match even if exactly the same 
sentence appears again without hyphen-
ation. Addtionally, terminology recogni-
tion for this specific term will not work 
since the term is separated by an incor-
rect character. Compare the first sample 
sentence with correct hyphenation in 
Word (Figure 10) with the second sample 
sentence, with incorrect hyphenation in 
Word (Figure 11).  M

The • first • sentence • contains • an • 

optional • hyphen– • ation • that • was • 

inserted • manually. •¶

The • second • sentence • just • contains 

• a • hyphen • in • the • middle • of • the • 

word • hyphen-ation.¶.

Figure 10 (top) and Figure 11 (bottom).
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Managing variable text 
in translation
Peter Argondizzo

II recently took a summer vacation to Disney 
World in Orlando, Florida, and a specific scene in 
the Spaceship Earth ride in Epcot really caught 
my attention. The ride is centered on a voyage 
through time and space to explore how humans 
have communicated throughout the ages. It cov-
ers everything from ancient cave drawings to 
today’s internet age. The scene that really stuck 
with me involved monks painstakingly copying 
manuscripts with quills in intricate penmanship. 
It took days or even weeks to create a single copy 
of a book. The ride quickly progresses to the mod-
ern age with the creation of the printing press 
and then the advent of the personal computer.

I am sure those aforementioned monks would have loved to 
have had any type of shortcut to get through the creation of 
their books, which were undoubtedly tedious despite the original 
craftsmanship put into them. Fortunately, most popular authoring 
environments offer some shortcuts for technical writers creating 
user documentation — possibly the digital equivalent of copy-
ing manuscripts. This help comes in the form of conditional text, 
variables and cross-references.

I believe the original intent of these tools was to promote con-
sistency through multiple documents and to allow the author to 
change small bits of text once in order to update many instances 
of the same text. Sounds simple enough. The problem occurs 
when the text needs to be translated into multiple languages. 
Other languages have different grammatical and capitalization 
rules and generally give technical writers migraines.

If technical writers and 
translation project managers 
keep a few suggestions in  
mind, however, I think both 
parties can peacefully coexist 
and still use all three forms 
of generated text success-
fully. My goal is to illustrate 
how a writer sees each of the 
three types of text and how a 
linguist sees the same text. It 
is important to keep in mind 
that most translation envi-
ronments separate this type 
of text into a distinct file or 
distinct part of the file (Figure 
1). Linguists typically do not 
get to see the completely-
built sentence in context 
from within their translation 
environment.

The easiest way to plow 
through this discussion is to tackle each of the three text types 
individually.

Variables 
Variables are typically numbers, product names, company 

names, dates, version numbers or anything that might change 
from release to release. The obvious advantage is that some-
thing as simple as a revision letter or software version can be 
changed once and quickly applied across an entire manual or 
help system. See Figure 2 for an example of a variable used for 
a company name. The translator sees the term XYZ Corporation 
as a standalone segment as in Figure 3, and the actual sentence 
appears as in Figure 4.

Most customers use variables in a way that is easy enough 
to understand. Just as long as linguists can properly understand 
what text will be inserted into each sentence, they can typi-
cally make any appropriate adjustments in the copy to properly 
handle the inserted text. As you can see, clearly-named variables 
are extremely helpful.

Peter Argondizzo has spent the last 
16 years as the managing director of 
Argo Translation, Inc., in Chicago.

Figure 1: Example of how variables, 
cross-references and numbering for-
mats are segregated in a document 

in a translation environment.
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Cross-references 
Cross-references are intended to accurately cite other sections 

of a document or help system. These references are meant to 

assist users by pointing them to different sections that might be 

applicable to the information they need. Obviously, link-enabled 

PDFs and HTML-based help systems make this type of text useful, 

since users are just a click away from the information they need.  

This is where things start to get a little tricky for the linguist. 

Cross-references are typically used inside of sentences as in 

Figure 5. In the translation environment, the sentence appears 

as in Figure 6. It is important to note how the linguist has to 

change the order of the sentence and move the cross-references 

to the end of the sentence. 

The actual heading looks something like Figure 7 in the 

translation environment. The actual cross-reference structure 

is seen in Figure 8. As you can see, there is nothing to trans-

late here other than confirming that you want the dash to 

appear between the page number and the chapter number. The 

linguist could choose to invert the codes or add something if 

required, but in this case we don’t need to do anything.

In thinking of this type of text you can see a pattern emerg-

ing. We started with the smallest building block, variables, and 

moved to cross-references, which can be longer phrases or even 

sentences that are sometimes made of multiple variables. Now, 

we move on to what I would consider the largest of the three 

types of text, even though some people conditionalize tiny 

Left column, top down: Figure 2 (example of a variable used for 
a company name), Figure 3 (the company name as a standalone 
segment), Figure 4 (the sentence using the company name in the 
source and target languages) and Figure 5 (cross-references in a 
source language sentence). Right column, top down: Figure 6 (cross-
references in the source and target languages), Figure 7 (translation 
environment heading), Figure 8 (cross-reference structure), Figure 9 
and Figure 10 (incorrect handling of conditional text), and Figure 11 
and Figure 12 (correct handling of conditional text).
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chunks of text, which I don’t agree 
with.

Conditional text 
Conditional text is typically used 

when an author needs to cover multiple 
requirements for a given block of content. 
An example would be a series of prod-
ucts that start with a basic model with 
few features and moves up to a higher 
end product with many features. As you 
can imagine, much of the documentation 
would be identical in all models. Typi-
cal product warnings, caution statements 
and some of the user instructions would 
be the same across all models.

Conditional text, if handled properly, 
would be a handy thing for the author to 
use. Let’s start with the incorrect way of 
handling conditional text by looking at an 
example (Figure 9).

This seems easy enough — the Model 
400 has the ability to store 50 sets of 
pre-configured settings, and the Model 
450 can store 100 sets. However, in a 

translation environment that same sen-
tence is a little murky (Figure 10). It is 
really difficult to tell which condition 
goes with which number. The risk here is 
an incorrect translation. Conditionalizing 
complete sentences or thoughts is a far 
better way to handle this, as shown in 
Figure 11. Now the linguist will have an 
easy understanding of the content as well. 
You can see in Figure 12 that the segments 
are now two distinct sentences.

Some might argue that this will 
inflate the word count and the cost of 
the final translation. I don’t believe this 
would be a significant cost. Once the 
first sentence is translated and in the 
translation memory, subsequent ver-
sions of the sentence will come up as 
fuzzy matches, resulting in discounts. 
Also, this simple change in how you 
build your conditional text will prevent 
errors in the final translation.

The examples I provided were some-
what simplistic in nature and didn’t 
even come close to all of the uses of 

variables, cross-references and condi-
tional text in your documentation. But 
this article should give you the abil-
ity to speak to your language service 
provider (LSP) about how to provide 
your content in a way that works with 
their translation environment and their 
linguists.

I would suggest these key points to 
remember when working with this type 
of text and your translation projects:

■■ Keep your content as flexible as 
possible. Understand that your linguist 
may need to move the tags around in 
the structure of each segment to make 
the generated text work properly in a 
given language. Some languages may 
even need to add declensions to the 
end of some variables but not others. 
The linguist must have the ability to 
understand how the content will come 
out of your system. Post-formatting 
checks of the documents are essential, 
especially in the beginning of your 
relationship.

■■ Remember the one-to-many re-
lationship. I can’t tell you how many 
times I have heard “Well, there should 
be some sort of workaround to make the 
generated text work properly in transla-
tion.” Yes, if a problem presents itself in 
step 1, the LSP can open the target files 
and make a manual adjustment. But let’s 
say a specific issue occurs ten times per 
manual, and your project is in 28 lan-
guages. Do you really want to have your 
LSP make 280 manual adjustments? 
What does that do to your timeline and 
cost? It is far better to make things work 
properly in step 1.

■■ Don’t include your development 
notebook. We have seen many clients 
include content in conditional text that 
is not meant for translation. In one 
instance we found conditional content 
that was in development for the next 
product release and not intended for 
translation at all. I would make it a 
practice to prepare your files for trans-
lation by excluding that type of content 
entirely so that it doesn’t get included 
in the scope of your project.

■■ Communicate regularly about how 
projects are going. It is important to 
have an open line of communication 
between the LSP and the client. Rather 
than struggle through issues it is far 
better to discuss what types of changes 
can make the process smoother for 
either party.  M
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Project management for

languages of limited diffusion 

Terena Bell

I
I’m in Chicago O’Hare as I write this, waiting 

for my flight and thinking about the Ethiopian 
family I was stuck behind in security this morn-
ing. There were a mother and father, three chil-
dren with two, as my grandmother would put it, 
“still on the hip.” I’m watching them go through, 
the youngest child clinging to his mother’s 
neck, crying, as security tries to pry him away 
so they can run him through the body scanner 
without her. The eldest child, a girl, is crying as 
security pats her down. Lines of American busi-
ness travelers stand behind them, moaning and 
groaning about the extended wait. Meanwhile, 
the middle child is standing in the body scanner 
bewildered while a TSA officer pantomimes the 
position, extending her arms above her head. I 
stand there and think that this child looks as if 
she’s standing like a criminal in a lineup and 
that if I were from another country, if I were a 
child, if I didn’t speak the language, I would be 
so confused. I would think: what a crazy, crazy 
place, this America. 

I sincerely doubt that anyone else who saw this was thinking 
about translation. Security, or lack thereof, is now simply part 
of airport culture. Yes, airports have their own certain culture. 
There’s the larger macro-culture of flying in the States, and 
then there’s the micro-culture that varies a tad from airport 
to airport. And as with any culture, there are unspoken rules 
and everyone is aware when they’re broken. The rule-breakers 
are generally people who have never flown before, such as the 
woman who’s wearing too much jewelry at the security check-
point, wrestling with her watch and earrings while the baggage 
to be scanned piles up on the belt behind her, or the vacationer 

who doesn’t understand why she can’t pack a jumbo can of 
aerosol hairspray in her carry-on. We frequent travelers expect 
them to know these rules. My mother has never flown before. 
When I start to lose patience with these people, I think of her 
and of how I would like for her to be treated when she finally 
flies the friendly skies. 

Culture is assumed. Oftentimes, it’s not even possible to 
identify. This time, I’m flying back from San Francisco, where 
they call all women “miss.” “Would you like some coffee, miss?”  
“Hello, miss. What can I get you?”  As a fully-grown adult, this 
is hard to stomach — being called something I associate with 
a child. As a Southerner, I’m used to hearing children referred 
to as “miss” and adults as “ma’am,” and all this “miss”-ing 
instantly puts me on guard and makes me feel condescended 
to. One little word, said in one part of the country to be polite, 
affects the kind of relationship I have with the person saying 
it. We’re aware of this. As translators and localizers, we’re so 
aware of this, we make our living from it. We constantly think 
of culture in our work for the end translation, but how much 
do we weigh culture as part of the process to help ourselves?  
When we take culture into consideration in our work, do we 
think about anything beyond the final product? 

Three years ago I was on another flight with one of my pro-
ject managers. She was reading Culture and Customs of Soma-

lia by Mohamed Diriye Abdullahi (Greenwood Press, 2001). 
Suddenly, she leans across the aisle and says, “Terena, you’ve 
got to read this.” We’d been having an issue with our Somali 
interpreters. We couldn’t get them to fill out their paperwork. 
They’d call in, wanting to apply as a vendor; you’d conduct a 
preliminary interview; the candidate would sound experienced, 
qualified, promising. Then we’d never receive their applications 
or resumes. Or we would get it, but then they would never sign 

Terena Bell, CEO of In Every Language,
 sits on the leadership council for the 

Association of Language Companies (ALC).
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their contract or submit their mandatory 
tax documents. At the time, Somali was 
one of the languages we had the largest 
number of call-in applicants for, but the 
fewest number of contractors actually 
available for work. In addition, when a 
Somali interpreter or translator would 
complete the submission process, we’d 
usually lose them in a year. The call 
would come, an interpreter accusing us 
of not paying him for his work when he 
had ignored multiple requests 
from our office to send an 
invoice. Eventually — some-
times months later — an 
invoice would come, which 
was promptly paid, but in 
the meantime, the linguist 
would stop returning calls or 
accepting assignments. 

It made no sense to us 
why someone would go to 
the effort of applying, and 
then not take the final step 
of completing a confidential-
ity form. Or worse yet, why 
someone would do the work 
but then never ask for pay-
ment. But as I read what my 
project manager pointed out, 
it all became clear. “[M]ost 
Somalis,” Abdullahi writes, 
“work and deal in a paperless 
economy in which business 
transactions and money 
transfers worth thousands 
of dollars are enacted with 
words” (p. 159).

Maybe this is because Somali as a 
language didn’t even have a unified 
script until 1972, having previously fluc-
tuated between Arabic, Latin and unique 
writing styles. Even then, the unified 
language wasn’t mandatory in schools 
until 1980, so today’s generation of 
translators pretty much grew up without 
a standard script.

In addition to the writing difficulties, 
or perhaps because of them, common 
law or heer is the norm in Somalia. When 
Italian colonials arrived on the scene in 
the nineteenth century, infractions of 
heer, “a set of laws, seldom written, that 
members of a clan or neighboring clans 
decide to respect” are brought before 
the guurti — a council of elders (p. 142). 
Somalis rebelled against the centralized 
imposition of laws and rules enforced by 
the Italians, and this community system 
is still used to socially govern today. So 

when a project manager slaps Somali 
translators with paperwork and other 
formalities, 200 years of colonialism 
fight back. To them, oral agreements are 
what’s binding. 

Sitting on that plane, my project 
manager and I realized our project man-
agement issue wasn’t an issue anymore. 
It was a cultural misunderstanding with 
a solution. Now, when new, Somali 
applicants contact us, we apologize as 

we send them our forms, saying, “I know 
this amount of paperwork isn’t custom-
ary in your culture. But in our country, 
the government and our clients require 
that we keep certain records. We want 
to create a relationship of trust with 
you, but situations beyond our control 
mean that we do need these back first 
please.” Or something like that. We 
also developed a suggested template 
for invoicing that we send with assign-
ments for translation, reiterating that the 
invoice is necessary for our tax records 
and required by the government, again, 
with apologies. We align ourselves with 
them — also burdened by the amount of 
paperwork that a litigious United States 
has pressed upon us — instead of being 
the ones pressing. 

Like saying “miss” instead of 
“ma’am,” this small shift in perspective 
made all the difference. Our Somali 
availability grew, not just by adding new 

translators to our list, but also by retain-
ing relationships with the translators we 
already worked with much longer than 
before. Mai-Mai availability increased 
as well, since the Somali Bantu have a 
similar relationship with legalities and 
paperwork as the Somali. 

A friend of mine who works in refu-
gee resettlement says when you do what 
we do, you assume some pretty odd 
stereotypes. While the Sudanese don’t 

say much, the Congolese 
want to have a long chat 
about your family members’ 
health before they can get 
down to business. Having 
entered the professional 
translation industry from 
that angle myself, I have to 
agree. Working in refugee 
resettlement really gets 
you thinking about how 
bereft the language services 
industry is when it comes to 
non-FIGS (French, Italian, 
German, Spanish) languages. 
In addition to FIGS, another 
acronym tossed around in 
resettlement circles is LLD 
— languages of limited diffu-
sion. I also hear the phrase 
“languages other than Span-
ish” (LOS) quite frequently.  

Whatever you call them, 
these are the languages every 
translation company offers, 
but that few companies in our 

industry really handle a lot of. If you’re 
a multilanguage vendor and you don’t 
offer Spanish, there’s probably something 
wrong. But if you don’t offer Karen, no 
one will be surprised. For those LLDs pro-
vided, it’s not really the language service 
provider (LSP) doing the work. When you 
get to investigating some company’s lan-
guage lists, you find out it just has one 
Malay person, that its Lingala guy actually 
subcontracts through another LSP, or that 
its Chin translator can’t handle anything 
specialized, only general texts. This isn’t 
false advertising per se; unfortunately, it’s 
just how our industry works. Technically, 
the company does offer these languages 
and probably would love to take on 
more contractors for these pairs. But by 
and large, when it comes to growing and 
maintaining LLD databases, our industry 
doesn’t know what it’s talking about.

Having worked in refugee resettle-
ment, I see a vast and wide disparity 

Congolese interpreter Mozart Kapend often 
interprets from English into French, Swahili and Lingala.
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between the people who speak these lan-
guages and the people who sell them. Lori 
Thicke of Translators without Borders has 
often spoken of the need to train African 
translators. Wordfast works through 
Translators without Borders to grant 
free licenses to those who volunteer. But 
having worked almost exclusively with 
Africans for years, having interpreted for 
them, with them and beside them, I can 
say beyond the shadow of a doubt that 
regardless of what we do to attract LLD 
translators, if we as an industry do not 
make efforts to understand their culture 
and their lives, they will never become 
career contractors. 

We lost a Nepali interpreter last 
summer to Kroger. Kroger, for those of 
you outside the eastern United States, 
is a supermarket chain with locations 
in 31 states. This man was fully trained 
and had been working as a translator/
interpreter for two years. Now he bags 
groceries for a living. He makes far less 
each year than he could have made if 
he had only marketed himself, but as 
the income was steady, this decision was 
the one he felt was best for his family. 
Culturally, he is the breadwinner, and 
Kroger could promise him a regular 
income in advance. Turns out, he only 
had two clients, so he just worked once 
or twice a week because he didn’t know 
how to attract more. We pleaded for him 
to join the American Translators Asso-
ciation, to get a profile on ProZ.com — 
anything — but he had a hard time with 
the whole “self-marketing” concept. To 
an enterprising American, it may seem 
like he didn’t really want to translate or 
interpret, like he didn’t really want to 
work, but the Nepalese culture is excep-
tionally laid back and it’s nearly impos-
sible for a Nepali to show assertiveness 
or aggression. 

It’s not just the Nepalese, either, who 
have issues with self-promotion. I’ve 
gone to business mixers where French 
people lined up against the wall, not 
knowing how to go into the room and 
make contacts. I’ve walked up to Argen-
tineans at conferences, said, “Hi, I’m 
Terena” and had them just look at me. 
This, too, is cultural. In a room full of 
strangers, a Southerner is destined to 
make friends, whereas many aren’t, too 
locked into what I call subway — or air-
port — mode. 

For project management, what this 
means is that the best translator for the 

job could literally be at Kroger. Now, I’m 
not saying we should all hit the Korean 
barbecue restaurant the next time we 
need Korean. Heaven forbid that we 
should ever stoop so low in seeking new 
talent. In fact, I’ll tell you right now — 
will beg with you, in fact — not to go 
to the Korean barbecue joint for Korean 
translation. Be prepared, though, for your 
average LLD translator to work another 
job, regardless of the country he or she 
is in. The fully-marketed, fully-available 
Kinyarwanda translator is rare. Plan 
for limited availability. Because even if 
you’re working with a full-time trans-
lator, odds are she’s contracting with 
a gazillion other LSPs as well, because 
being the only Kinyarwanda translator 
who’s learned how to market, everyone 
thinks she’s the only one around. She’s 
going to be busy, whether her side work 
is in the industry or not. Allow more 
time. 

You should also allow more time for 
anyone living in a developing country. 
Even FIGS languages can run into LLD 
issues if you’re working with a minor-
ity dialect of them. Think French for 
Cameroon, Portuguese for Cape Verde 
or English for Liberia. In addition to 
allowing extra time, it’s good to have a 
back-up plan. 

Louisville, Kentucky, where I live, has 
had three major power outages in the 

last three years. In the most recent one, I 
was fortunate enough to have my power 
restored within 30 hours. After Hurricane 
Ike, I had to wait 12 days. If you’re an 
American, not having electricity messes 
with your mind. People do things they 
normally would never do, like break 
bread with complete strangers. One fam-
ily down the block — Revolutionary War 
reenactors with lots of campfire equip-
ment — started throwing dinner parties 
every night. We would sit in the front 
yard and sing folk songs, drink spruce 
beer and play whist. The loss of power 
temporarily changed our culture, which 
had previously kept people on the same 
street too buried in their BlackBerries to 
spend time together. Despite the periodic 
failures, though, power outages have 
fortunately stopped being a standard 
way of life in the United States. In devel-
oping countries, though, they still are. 

When weighing culture into project 
management, you also have to weigh 
in the factors that create it. As a result, 
depending on the country, we project 
extra time for delivery because you 
never do know when the power will go 
out. Sometimes, depending on the size 
of the project, we ask our translators to 
deliver in stages. Regardless of the stage, 
we ask that they stop working every 
so many hours to e-mail us what they 
have, translation memory included. Our 
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project managers are then able to re- 
assign the remainder, if needed, to keep 
the project on schedule despite the trans-
lator losing electricity.

This is also an area where collabora-
tive translation could thrive. Were you to 
pair a developing world translator with a 
developed country counterpart, the other 
translator could continue and the LLD 

translator could revise after he or she 
came back online. If the power doesn’t 
go out, you’re able to deliver early to 
your client, and if it does, there’s no loss. 
Either way, you’re prepared. 

Preparation is really what it’s about. I 
once heard at a conference that 70% of 
project management work should take 
place before translation even begins 
— that project managers should be that 
ready for a client’s incoming job. Perhaps 
some of that 70% should be spent looking 
into the translator’s culture and determin-
ing what factors could go wrong. There’s 
not a lot of talk in the translation industry 
about what those factors are. Like I said 
before, we tend to focus on FIGS rather 
than LLD. A lot of this is because of a 
lack of training opportunities available 
for project managers on culture’s role in 
the translation process. Heck, for some 
LLD cultures, there’s little information 
out there period, much less information 
tailor-made for our profession. It’s one of 
the issues that plagues machine transla-
tion and makes it harder to develop algo-
rithms for accurately translating obscure 
languages such as Kalabari. Rule-based 
systems require linguistic study of a lan-
guage that hasn’t been studied; behavior-
based ones require a compendium that 
doesn’t yet exist.

These languages are almost infinite in 
their variety; even my name, Terena, is a 
minority language spoken in Brazil. As 
it’s an agrarian tongue in nature, I know 
one phrase: Pú'i-ti hó'openo ne kûre 
(Pigs are fat animals). But what does 
this clever knowledge tell us for project 
management? That localizing anything 
modern into this language may be nearly 
impossible. Translation techniques such 
as adaptation and lacunas must be used. 
I must admit, since it’s the same as my 
name, I feel a personal responsibility to 
learn Terena, but the urge quickly dies. 
There are so many languages out there, 
so many cultures. To study them all 
would be impossible. 

So, how does the project manager 
cope? Unless you’ve countless hours 
for perusing the CIA World Factbook, a 
quicker summary will have to do. This is 
where the world of refugee resettlement 
can help our own. Our clients may be 
corporations, but as health information 
and software programs stretch out into 
Africa and elsewhere, localization is 
needed just as badly for the LLDs as it 
originally was for the FIGS.  

There is a divide between the pro-
fessional translation world and that of 
refugee resettlement. We have the client 
connection; they have the cultural one. 
In fact, refugee resettlement agencies 
are so culturally in tune, weekly cultural 
orientations are part of the mandatory 
classes required by the US government 
for all inbound arrivals. That family in 
the airport was clearly newly arrived, 
having to go through security in O’Hare 
after clearing customs on their way 
over. Give them a year or two, and they 
will have lots to share, I’m sure, if they 
haven’t become experts already. With an 
introduction to our country as formida-
ble as the one they received, I wouldn’t 
be surprised if the children don’t become 
translators, forever seeking subliminal 
ways to cross that divide. 

It’s not often that the professional 
translation world crosses paths with the 
ad hoc one, and let’s face it, for the most 
part, refugee resettlement translators and 
interpreters by and large are ad hocs. But 
when it comes to incorporating minority 
culture into our work processes, we’re 
the ones with the most to learn. Because 
while they may speak 2,000 languages in 
Africa, none of them are Spanish. Nothing 
against Spanish — in our world, it’s bread 
and butter — but if you want to specialize 
or even routinely offer LLDs, you have to 
understand the people who speak them.  

In their book Sixty Million Frenchmen 

Can’t Be Wrong (Sourcebooks, Inc., 2003), 
sociologists Jean-Benoit Nadeau and 
Julie Barlow write about how “travelers  
. . . tend to accept [cultural] obstacles stoi-
cally, reasoning (rightly) that things are 
just done differently in foreign cultures. 
For some reason, when it comes to the 
French, North Americans drop this reflex” 
(p. 9). They go on to explain that it’s 
because so many American and Canadian 
aspects of life mirror those of the French 
that we often forget that they’re exactly 
that: French. We do not have this excuse 
with languages of limited diffusion. We 
cannot hide behind their cultures being 
parallel universes to our own. 

So now the question is, if you were 
to drop your assumptions about how 
project management is supposed to go, 
if you were to lose the culture of being 
a project manager itself and think about 
the culture of the translator, what would 
change? How would you go about your 
process differently? And how would your 
client’s translation improve with it?  M
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This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more  
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).

Basic terminology

B
a

s
ic

s

agile. In this context, agile methods break tasks into small 
iterations with minimal planning. Each iteration involves a 
team working through a full software development cycle, for 
example, which speeds up the release of the product.

conditional text. Content within a document that is 
meant to appear in some renditions of the document, but 
not in other renditions. The text is conditional in the sense 
that its inclusion or variation depends on which version of 
the document is being produced.

controlled authoring. Writing for reuse and translation. 
Controlled authoring is a process that integrates writing with 
localization so that the text can be written for reuse and at 
the same time written for efficient translation.

cross-reference. As a noun, an instance within a docu-
ment that refers to related or synonymous information else-
where, usually within the same work. As a verb, the action of 
making this connection. 

crowdsourcing. The act of taking a task traditionally per-
formed by an employee or contractor and outsourcing it to 
an undefined, generally large group of people, in the form 
of an open call. For example, the public may be invited to 
develop a new technology, carry out a design task, refine 
an algorithm, or help capture, systematize or analyze large 
amounts of data.

Extensible Markup Language (XML). A programming 
language/specification pared down from SGML, an interna-
tional standard for the publication and delivery of electronic 
information, designed especially for web documents.

FIGS. An acronym for the languages French, Italian, Ger-
man and Spanish.

globalization (g11n). In this context, the term refers to 
the process that addresses business issues associated with 
launching a product globally, such as integrating localization 
throughout a company after proper internationalization and 
product design.

hard-coding. Refers to the software development prac-
tice of embedding data directly into the source code or fixed 
formatting. Hard-coding requires the program’s source code 
to be changed any time the desired data changes, when it 
might be more convenient for the end user to change the 
detail by some means outside the program.

internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it can 
handle multiple languages and cultural conventions (currency, 
number separators, dates) without the need for redesign.

localization (l10n). In this context, the process of adap-
ting a product or software to a specific international lan-
guage or culture so that it seems natural to that particular 
region. True localization considers language, culture, cus-
toms and the characteristics of the target locale.

machine translation (MT). A technology that trans-
lates text from one human language to another, using  
terminology glossaries and advanced grammatical, syntactic 
and semantic analysis techniques.

pseudo-localization. Translates the code strings of a prod-
uct into “pseudo-strings.” The resulting “pseudo-language” is 
designed to test the impact that different aspects of local-
ization have on the product’s functionality and appearance.

quality assurance (QA). The activity of providing evidence 
needed to establish confidence among all concerned that 
quality-related activities are being performed effectively. 
All those planned or systematic actions necessary to provide 
adequate confidence that a product or service will satisfy 
given requirements for quality. QA covers all activities from 
design, development, production and installation to servicing 
and documentation.

return on investment (ROI). In finance, the ratio of 
money gained or lost on an investment relative to the 
amount of money invested. The amount of money gained or 
lost may be referred to as interest, profit/loss, gain/loss or 
net income/loss.
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rule-based machine translation (RBMT). The application 
of sets of linguistic rules that are defined as correspondences 
between the structure of the source language and that of the 
target language. The first stage involves analyzing the input 
text for morphology and syntax — and sometimes seman-
tics — to create an internal representation. The translation 
is then generated from this representation using extensive 
lexicons with morphological, syntactic and semantic infor-
mation, and large sets of rules.

simship. Simultaneous shipment of a product to differ-
ent markets worldwide, as opposed to releasing in the home 
market first and in other locales later. 

social games. In this context, a social network game, a 
type of online game distributed primarily through social net-
works such as Facebook. Social games are usually character-
ized by community — often built around the existing social 
network — and the ability to drop in and out of the game 
without ever winning or losing.

social media. Refers to the web-based and mobile tech-
nologies used for interactive dialogue. It builds on the ideo- 
logical and technological foundations of Web 2.0 and typi-
cally allows for the creation and exchange of user-generated 
content. Social media can take on many different forms, 
including internet forums, social networking sites, blogs, 
microblogging, wikis and interactive visual media. 

social network. An online service, platform or site that 
focuses on building social relations among people who, for 
example, share interests or activities. A social network service 
essentially consists of a representation of each user (often a 
profile), his or her social links, and a variety of additional ser-
vices. Most social network services are web-based. Facebook, 
LinkedIn and foursquare are popular social networks used for 
different purposes. 

source language (SL). A language that is to be translated 
into another language.

statistical machine translation (SMT). A machine transla-
tion paradigm where translations are generated on the basis 
of statistical models whose parameters are derived from the 
analysis of bilingual text corpora. SMT is the translation of 
text from one human language to another by a computer that 
learned how to translate from vast amounts of translated text.

target language (TL). The language that a source text is 
being translated into. 

translation. The process of converting all of the text or 
words from a source language to a target language. An under-
standing of the context or meaning of the source language 
must be established in order to convey the same message in 
the target language. 

translation memory (TM). A special database that stores 
previously translated sentences which can then be reused on a 
sentence-by-sentence basis. The database matches source to 
target language pairs.

translation unit (TU). A segment of text that the trans-
lator treats as a single cognitive unit for the purposes of 
establishing an equivalence. The translation unit may be 
a single word, a phrase, one or more sentences, or even a 
larger unit.

Unicode. The Unicode Worldwide Character Standard 
(Unicode) is a character encoding standard used to repre-
sent text for computer processing. Originally designed to 
support 65,000, it now has encoding forms to support more 
than one million characters. 

variable. In computer programming, variables enable 
programmers to write flexible programs. Rather than 
entering data directly into a program, a programmer can 
use variables to represent the data. Then, when the pro-
gram is executed, the variables are replaced with real data. 
This makes it possible for the same program to process dif-
ferent sets of data.

XLIFF (XML Localization Interchange File Format). An 
XML-based format for exchanging localization data, specify-
ing elements and attributes. XLIFF could be used to exchange 
data between companies, such as a software publisher and 
a localization vendor, or between localization tools, such as 
translation memory systems and machine translation systems.
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OrganizatiOns

American Translators Association (ATA): www.atanet.org; and 
its Language Technology Division: www.ata-divisions.org/
LTD

Project Management Institute: www.pmi.org

Translation Automation User Society (TAUS):  
www.translationautomation.com

Publications

Ethnologue: Languages of the World (15th edition), Raymond 
G. Gordon, Jr.: www.ethnologue.com/print.asp

The Guide to Translation and Localization,  
published by Lingo Systems: www.lingosys.com

Index of Chinese Characters With Attributes, George E. Bell, 
2006: www.multilingual.com/eBooks

Globalization Handbook for the Microsoft .NET Platform, Parts I - 
IV, Bill Hall, 2002-2006: www.multilingual.com/eBooks

Translation: Getting It Right, published by the ATA: 
www.atanet.org/docs/getting_it_right.pdf 

Translation: Standards for Buying a Non-Commodity, published by 
the ATA: www.atanet.org/docs/translation_buying_guide.pdf

references

CIA World Factbook: https://www.cia.gov/library/publications/ 
the-world-factbook

Omniglot — Writing Systems & Languages of the World:  
www.omniglot.com

Unicode, Inc.: http://unicode.org

Resources
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AssociAtions

 
Globalization and Localization Association 
Description The Globalization and Localization Association 
is a fully representative, nonprofit, international industry 
association for the translation, internationalization, local-
ization and globalization industry. The association gives 
members a common forum to discuss issues, create innova-
tive solutions, promote the industry and offer clients unique, 
collaborative value.
Globalization and Localization Association 23 Main Street,  
Andover, MA 01810, 206-329-2596, Fax: 815-346-2361, E-mail:  
info@gala-global.org, Web: www.gala-global.org  

TAUS 
Description TAUS is a think tank for the translation industry, 
undertaking research for buyers and providers of translation 
services and technologies. Our mission is to increase the size 
and significance of the translation industry to help the world 
communicate better. To meet this ongoing goal, TAUS sup-
ports entrepreneurs and principals in the translation industry 
to share and define new strategies through a comprehensive 
program of events, publications and communications.
TAUS Oosteinde 9-11, 1483 AB De Rijp, The Netherlands, 31-299-672- 
028, E-mail: info@translationautomation.com, Web: www.translation 
automation.com 

Authoring tools

 
Congree Language Technologies  
Languages English, German, French Description Congree 
provides the leading technologies in the area of authoring 
assistance. It combines authoring memory, terminology, and 
rule-based quality and style control into integrated prod-
ucts. These distinguish themselves through their outstand-
ing linguistic intelligence, support for all editors, and their 
availability optionally either in real time during text creation 
or for after-the-fact checking routines. Congree’s products 
are available in various stages of expansion, and they can be 
scaled at will, from the individual workstation license to the 
company-wide client/server solution.
Congree Language Technologies Im Stoeckmaedle 13-15, 76307 
Karlsbad, Germany, 877-922-7677, 49-7248-92545-0, Fax: 49-
7248-925-444, E-mail: info@congree.com, Web: www.congree.com

conferences

  
Localization World 
Description Localization World conferences are dedicated 
to the language and localization industries. Our constitu-
ents are the people responsible for communicating across 
the boundaries of language and culture in the global  

marketplace. International product and marketing manag-
ers participate in Localization World from all sectors and all 
geographies to meet language service and technology provid-
ers and to network with their peers. Hands-on practitioners 
come to share their knowledge and experience and to learn 
from others. See our website for details on upcoming and 
past conferences. 
Localization World Ltd. 319 North 1st Avenue, Sandpoint, ID 83864,  
208-263-8178, Fax: 208-263-6310, E-mail: info@localizationworld 
.com, Web: www.localizationworld.com See ad on page 63

enterprise solutions

  
Across Systems
Multiple Platforms

Languages All Description Across Language Server is the 
world’s leading independent linguistic supply chain tech-
nology. It provides a central software platform for corporate 
language resources and translation processes. The all-in-one 
enterprise solution includes a translation memory, a termi-
nology system, and powerful PM and workflow control tools. 
It allows end-to-end processing so that clients, LSPs and 
translators collaborate seamlessly. Open interfaces enable the 
direct integration of CMS or ERP solutions, among others.  
Across clients access the Language Server via LAN, WAN 
or web, or as a hosted service. Across customers include 
Volkswagen, HypoVereinsbank, SMA Solar Technology and 
hundreds of other leading companies.
Across Systems GmbH Im Stoeckmaedle 13-15, D-76307 Karlsbad, 

Germany, 49-7248-925-425, E-mail: international@across.net  

Across Systems Inc. Glendale, CA 91203, 877-922-7677, E-mail: 

americas@across.net, Web: www.across.net See ad on page 4

 
MultiCorpora
Multiple Platforms

Languages All Unicode languages Description As language 
technology experts since 1999, MultiCorpora is exclusively 
dedicated to providing language technology software solu-
tions to enterprises, language service providers and govern-
ments. Its flagship product, MultiTrans Prism, offers an 
innovative and complete turn-key translation management 
system. MultiTrans Prism is an enterprise client-server appli-
cation that consists of four core components which together, 
or individually, enable communications in more than one lan-
guage; they are business management, project management 
(workflow), advanced translation memory and terminology 
management. RR Donnelley, Nomura, the Translation Bureau 
of Canada, UNESCO and many others rely on MultiTrans to 
manage their mission-critical translation operations. 
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,  
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-778- 
0801, E-mail: info@multicorpora.com, Web: www.multicorpora.com 
See ad on page 39

  
STAR Group
Multiple Platforms

Languages All Description STAR Group was founded in 
Switzerland 27 years ago with the exclusive focus of facilitat-
ing cross-cultural technical communications in all languages. 
The company has grown to be the largest privately held mul-
tilingual information technology and services company in 
the world with 42 offices in 32 countries. Its advanced tech-
nology developments have propelled STAR to its current 
market position. Core services: information management, 

translation, localization, publishing, on-demand printing, 
consulting. Core technologies: Transit (translation memory), 
TermStar/WebTerm (terminology management), GRIPS 
(product information management), MindReader (context- 
sensitive authoring assistance), STAR CLM (corporate lan-
guage management), STAR CPM (corporate process manage-
ment), i-KNOW (competence management), and SPIDER 
(Interactive Electronic Technical Manual). 
STAR Group Wiesholz 35, 8262 Ramsen, Switzerland, 41-52- 
742-9200, 216-691-7827, E-mail: info@star-group.net, Web:  
www.star-group.net See ad on page 12

locAlizAtion services

 
ADAPT Localization Services  
Languages More than 50 Description ADAPT Localization 
Services offers the full range of services that enables clients 
to be successful in international markets, from documen-
tation design through translation, linguistic and technical 
localization services, pre-press and publication management. 
Serving both Fortune 500 and small companies, ADAPT 
has gained a reputation for quality, reliability, technological  
competence and a commitment to customer service. Fields 
of specialization include diagnostic and medical devices, IT/
telecom and web content. With offices in Bonn, Germany; 
Stockholm, Sweden; and Barcelona, Spain, and a number of 
certified partner companies, ADAPT is well suited to help cli-
ents achieve their goals in any market.
ADAPT Localization Services Clemens-August-Strasse 16-18, 53115 
Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615, E-mail: 
adapt@adapt-localization.com, Web: www.adapt-localization.com 
See ad on page 42

Alliance Localization China (ALC)
Languages Major Asian and European languages Description 
ALC offers document, website and software translation and 
localization, desktop publishing and interpreter services.  
We focus on English, German and other European languages 
to and from Chinese, Japanese, Korean and other Asian  
languages. We use TRADOS, CATALYST, SDLX, Transit  
Wordfast and other CAT tools, as well as DTP tools including 
CorelDRAW, FrameMaker, FreeHand, Illustrator, InDesign, 
PageMaker, Photoshop and QuarkXPress. Our customer- 
oriented approach is supported by strong project manage-
ment, a team of specialists, a large knowledge base and 
advanced methodologies. We always provide service beyond 
our customers’ expectations at a low cost and with high qual-
ity, speed, dependability and flexibility.
Alliance Localization China Suite 318, Building B, Number 10 Xing 
Huo Road, Fengtai Science Park, Beijing 100070, P.R. China, 86- 
10-8368-2169, Fax: 86-10-8368-2884, E-mail: customer_care@ 
allocalization.com, Web: www.allocalization.com 
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Binari Sonori
Description Binari Sonori is a leading provider of interna-
tional media localization services since 1994, with a unique 
team of project managers, studios, engineers and selected 
linguists spread over 30 countries worldwide. Solid proce-
dures and transparent relationships with clients guaran-
tee high quality of text, audio and video, timeliness and  
flexibility. We are accustomed to working for global compa-
nies that need to reach a broad range of markets with their 
media and entertainment products. Specialized support 
available for any media localization activity, from effective 
audio localization to international content creation. Highly 
professionalized one-stop shop supporting today’s media 
localization projects. 
Binari Sonori S.r.l. Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail: 
translate@binarisonori.com, Web: www.binarisonori.com See ad on 
page 37

E-C Translation Ltd. is now EC Innovations, Inc.
Languages All Description E-C Translation Ltd., the 
technology-driven language services company with a 
mission to provide high-quality localization solutions, is 
pleased to announce the re-branding of its business to EC 
Innovations, Inc. Over the past 14 years, EC Innovations, 
an ISO 9001:2008 certified organization, has grown to 
over 200 full-time employees, providing multilingual and 
interdisciplinary services worldwide. The new name and 
image are a reflection of our completeness as a full-fledged 
localization solutions provider. Hereafter, EC Innovations 
will continue to focus on providing our customers with 
the highest quality of language and technology solutions 
while maintaining our reputation for being a customer-
centric organization.
EC Innovations, Inc. 501 Silverside Road, Suite 105, Wilmington, 
DE 19809, 617-775-3506, Fax: 508-762-5304, E-mail: info@ 
ecinnovations.com, Web: www.ecinnovations.com 

 
EuroGreek Translations Limited
Language Greek Description Established in 1986, 
EuroGreek Translations Limited is Europe’s number 
one Greek localizer, specializing in technical and medi-
cal translations from English into Greek and Greek into 
English. EuroGreek’s aim is to provide high-quality, 
turnkey solutions, encompassing a whole range of client 
needs, from plain translation to desktop/web publish-
ing to localization development and testing. Over the 
years, EuroGreek’s services have been extended to cover 
most subject areas, including German and French into 
Greek localization services. All of EuroGreek’s work is  
produced in-house by a team of 25 highly qualified special-
ists and is fully guaranteed for quality and on-time delivery.
EuroGreek Translations Limited 
London 27 Lascotts Road, London, N22 8JG United Kingdom  
Athens EuroGreek House, 93 Karagiorga Street, Athens 166 75, 
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production 
@eurogreek.gr, Web: www.eurogreek.com See ad on page 35

 
iDISC Information Technologies
Languages Spanish (all variants), Catalan, Basque, 
Galician Description iDISC, established in 1987, is a 
privately-held translation company based in Barcelona 
that focuses on localization into all variants of Spanish 
(European, Latin American, US and Neutral) and the other 
languages spoken in Spain (Catalan, Basque and Galician). 
Services range from translation and localization to engi-
neering, testing, DTP and consulting. Specialization fields 
are software localization, technical and telecom documen-
tation, ERP, automotive and related marketing material. 
We have all commercially available tools and experience 
using many different proprietary customer platforms and 
solutions; internal workflow portal-based tools to reduce 
management costs and increase quality, consistency and 
on-time deliveries; and continuous support to the client 

PMs and process optimization to achieve the best project 
results and establish long-term honest partnerships. 
iDISC Information Technologies Passeig del progrés 96, 08640  
Olesa de Montserrat, Barcelona, Spain, 34-93-778-73-00, Fax: 
34-93-778-35-80, E-mail: info@idisc.es, Web: www.idisc.es

  
The Greek Partner
Languages English, German, Greek Description Intertrans-
lations Ltd. is a leading Greek translation and localization 
service provider, established in 1995, with extensive experi-
ence in medical and pharmaceutical products and equip-
ment, legal, financial, mechanical, automotive, engineering, 
electrical, technical, software, media and marketing, tour-
ism, health and nutrition, the food industry and so on. 
Among the tools used to ensure the quality of our pro- 
jects are TRADOS, Transit, SDLX and other CAT tools and 
for DTP, InDesign, PageMaker, Photoshop, QuarkXPress,  
Illustrator, CorelDRAW and FrameMaker. We have proudly 
acquired ISO 9001:2000 and DIN EN 15038:2006-08 certifi-
cations and are members of ATC and GALA. We provide free 
samples upon request.
Intertranslations Ltd. El. Venizelou 4, 176 76 Athens, Greece, 30-210-
92-25-000, Fax: 30-210-92-25-500, E-mail: xynos@intertrans 
lations.gr, Web: www.intertranslations.gr

 New markets for your
products and solutions

 
Janus Worldwide Inc.
Languages Russian, ex-USSR and Eastern European lan-
guages Description Janus provides translation, localization, 
DTP and linguistic consulting for Russian, Ukrainian and 
other European languages. Our deep expertise, flexibility, 
diversity and exceptional value of services are recognized by 
many industry-leading customers and partners worldwide. 
Our uniqueness is a solid team of the best professionals in all 
relevant areas — localization engineers, language specialists, 
QA officers, DTP and software engineers, and more. We do it 
end-to-end — from servers to handhelds, from ERP to auto-
motive solutions and from interface specifications to legal 
notices. Janus is ISO 9001:2000 certified. Company activities 
including translating, localizing, DTP and linguistic consult-
ing have been subjected to audit.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Office B208, Moscow 
115114, Russia, 7-495-913-66-53, Fax: 7-495-913-66-53, E-mail: 
management@janus.ru, Web: www.janus.ru  See ad on page 10

LinguaGraphics — Multilingual DTP; Web, 
Flash and Software Localization; Engineering
Languages All, including Arabic, Bengali, Chinese, Farsi, 
Greek, Hindi, Hebrew, Japanese, Khmer, Korean, Lao, 
Punjabi, Russian, Thai, Turkish, Urdu and Vietnamese 
Description LinguaGraphics is a leading provider in the 
area of multilingual desktop publishing and web/soft-
ware/Flash localization engineering. Our seasoned DTP  
professionals and localization engineers are working with the 
latest tools on top-of-the-line equipment to produce a wide 
range of projects in InDesign, FrameMaker, QuarkXPress, 
Photoshop and Flash. We specialize in typesetting high-end 
marketing and communications-type material in difficult 
and rare languages at very competitive rates. For a quote on 
your next project, please visit us at www.linguagraphics.com. 
You have our word that we will never compromise on quality 
and do the utmost to make your project a success.
LinguaGraphics, Inc. 194 Park Place, Brooklyn, NY 11238, 718-
623-3066, 718-789-2782, E-mail: info@linguagraphics.com, Web:  
www.linguagraphics.com  
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TOTAL SOLUTIONS FOR YOUR BUSINESS

Languages: Major ASIAN languages, including Korean, Japanese, S-Chinese, T-Chinese, Thai

Established in 1995, E4NET has successfully accomplished many major projects for cust-
omers such as Microsoft, Hewlett-Packard, PeopleSoft, Oracle, 3Com, Sun Microsystems, 
Sony, EMC and BEA Systems, based on accumulated experience and know-how. We spe- 
cialize in the  fields of IT such as ERP/CRM/DBMS, consumer software, hardware/equipment, 
OS, server application, management, multimedia and so on. E4NET can provide all types of 
localization, including the full scope of software testing services in Windows, Macintosh, 
Linux and Unix as well as DTP, audio recording and video translation services.
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Logrus International Corporation
Languages EE, EA, ME, WE, rare languages Description  
Logrus offers a full set of localization and translation services 
for various industries, including top-notch software engi-
neering and testing and DTP for all languages, including 
bidirectional and double-byte ones. The company is proud 
of its unique problem-solving skills and minimal support 
requirements. The company offers all European and Asian 
languages as well as many rare languages through its offices 
and established long-term partners. With its production 
site in Moscow, Russia, Logrus provides a winning combi-
nation of quality, experience and affordability. With over 14 
years in business, the company has received multiple awards 
for excellence from its long-time customers, including IBM, 
Microsoft, Novell, Oracle and others.
Logrus International Corporation Suite 305, 2600 Philmont Ave- 
nue, Huntingdon Valley, PA 19006, 215-947-4773, Fax: 866-241-
3633, E-mail: ceo@logrus.ru, Web: www.logrus.ru 

Loquant Localization Services
Languages English, Brazilian Portuguese Description 
Loquant bases its operations on the experience of its found-
ers and collaborators, professionals who closely follow the 
ongoing evolution of technology and the latest processes in  
internationalization and localization of information. Ad- 
hering to rigorous processes that were developed by the 
software localization industry during the last few decades, 
Loquant is able to prepare the most diverse products for the 
primary world markets. To do this, Loquant counts on the 
best project managers, native translators, engineers and desk-
top publishers to guarantee a quality control recognized inter-
nationally by the main international standards organizations.
Loquant Localization Services Rua Luís Carlos Prestes, 410/114, 
22775-055, Rio de Janeiro, Brazil, 55-21-2104-9597, Fax: 55-21-
2104-9597, E-mail: contact@loquant.com, Web: www.loquant.com

 
Moravia Worldwide
Languages All Description Moravia Worldwide is a leading 
globalization solution provider, enabling companies in the 
information technology, e-learning, life sciences and finan-
cial industries to enter global markets with high-quality  
multilingual products. Moravia’s solutions include local-
ization and product testing services, internationalization, 
multilingual publishing and technical translation. Hewlett-
Packard, IBM, Microsoft, Oracle, Sun Microsystems and 
Symantec are some of the companies that depend on Moravia 
Worldwide for accurate, on-time localization. Moravia 
Worldwide maintains global headquarters in the Czech 
Republic and North American headquarters in California, 
with local offices and production centers in Ireland, China, 
Japan and throughout Europe. To learn more, please visit 
www.moraviaworldwide.com.
Moravia Worldwide 
USA 199 East Thousand Oaks Boulevard, Thousand Oaks, CA 91360, 
805-557-1700, 800-276-1664, Fax: 805-557-1702, E-mail: info@
moraviaworldwide.com, Web: www.moraviaworldwide.com   
Asia 86-25-8473-2772, E-mail: asia@moraviaworldwide.com 
Europe 420-545-552-222, E-mail: europe@moraviaworldwide.com 
Ireland 353-1-216-4102, E-mail: ireland@moraviaworldwide.com 
Japan 81-3-3354-3320, E-mail: japan@moraviaworldwide.com 
See ad on page 38

Your Vision. Worldwide.

Worldwide Localization and Translation 
Languages 60+ Description Net-Translators specializes 
in software localization and translation into more than 
60 languages. Our localization, internationalization and 
multilingual testing services instill the confidence that the 
product is accurately and consistently localized, translated 
and tested. Our translators are industry specific and have 
amassed a wealth of experience in their particular areas of 
expertise. We have a proficient in-house multilingual staff 
of project managers, QA professionals and DTP specialists 
who provide world-class service to our customers. Our staff 
remains on the cutting edge of CAT, QA and DTP technol-
ogy. Net-Translators is ISO 9001:2008 and ISO 13485:2003 
certified, and we maintain branch offices in the United 
States, Argentina, the United Kingdom and Israel.
Net-Translators Worldwide 
USA 1250 Oakmead Parkway, Suite 210, Sunnyvale, CA 94085- 
4037, 408-501-8839, Fax: 408-212-8956, E-mail: salesusca@ 
 net-translators.com 
South America Calle 6 - Casa 16 (3300), Posadas - Misiones, Argen-
tina, 54-3752-487029, E-mail: salessoutham@net-translators.com 
Europe 44-20-3393-8385, E-mail: saleseu@net-translators.com 
Israel 972-3-5338633, Fax: 972-3-5336956, E-mail: salesil@net-
translators.com, Web: www.net-translators.com See ad on page 28

 
Greek Localization Experts Since 1983
Language Greek Description Founded in 1983, ORCO S.A. 
is a leading translation and localization service provider, spe-
cializing in software localization and technical translations 
(IT, telecommunication, medical, automotive, engineering, 
marketing, financial). ORCO deals primarily with English-
into-Greek projects, although translation from several other 
European languages can be taken aboard. With its experi-
enced in-house personnel, ORCO offers all language services 
at the highest quality level, including localization, product 
testing, engineering, DTP and so on. Our client list includes 
many IT companies such as Google, HP, IBM, Microsoft and 
Oracle, as well as international corporations such as Abbott, 
Ford, Nokia, Sony, Kaeser and Hitachi.
ORCO S.A. 6, Vas. Sofias Avenue, 106 74 Athens, Greece, 30-210-723-
6001, Fax: 30-210-7249124, E-mail: info@orco.gr, Web: www.orco.gr

Pangeanic & PangeaMT  
Languages Spanish (all variants) and all Spanish state of-
ficial languages, EN/FIG/other EU languages, all other 
languages including Asian ones on demand Description 
Pangeanic is an independent Spanish LSP with sister offices 
in Tokyo and Shanghai working for the global enterprise 
market (major accounts in the electronics and computing 
fields) as well as for smaller organizations, MLVs and cross-
national institutions. We offer a wide range of GILT services 
always adhering to stringent quality standard procedures 
— EN 15038 and ISO 9001. Pangeanic has an experienced 
team devoted to MTPE (post-editing of machine transla-
tion output). PangeaMT, our customized open-source SMT  
technology, enables us to offer domain-specific MT engines 
that are fully tailored to the clients’ needs, helping them be-
come more productive cost-effectively and rapidly.
Pangeanic Trade Center, Profesor Beltrán Báguena 4, Suite 106, 
46009 Valencia, Spain, 34-96-338-5771, Fax: 34-96-338-5772, 
E-mail: central@pangeanic.com, central@pangea.com.mt, Web: 
www.pangeanic.com, www.pangea.com.mt See ad on page 41

PTIGlobal
Languages All commercial languages for Europe, Asia 
and the Americas Description PTIGlobal is committed to 
developing ongoing, long-term partnerships with its clients. 
This means a dedication to personal service, responsiveness, 
high-quality output, and sensitivity to clients’ cost goals 
and timelines. Backed by over 30 years of experience in  
technical translation, PTIGlobal provides turnkey localiza-
tion services in 30 languages simultaneously for software, 
web applications, embedded devices, wireless applications 
and gaming technology. Projects employ our expertise in 
end-to-end project management; internationalization con-
sultation; glossary development; native language transla-
tion; multilingual web content management; translation 
memory maintenance; localization engineering; linguistic 
and functionality testing; desktop publishing; complete 
multilingual video and audio services; as well as onsite 
managed services.
PTIGlobal 4915 SW Griffith Drive, Suite 200, Beaverton, OR 97005, 
503-297-2165, 888-357-3125, Fax: 503-352-0729, E-mail: info@
ptiglobal.com, Web: www.ptiglobal.com  

Localization and Globalization Partner
Languages 50 languages including English, Chinese, Japa-
nese, Korean Description Saltlux was founded in 1979 as 
the first localization and globalization service provider in 
South Korea. With over 30 years of accumulated experi-
ence and know-how, Saltlux is an ideal and esteemed global 
technical communications partner. We specialize in multi-
lingual translation and DTP, technical writing services, soft-
ware localization, web globalization and so on. We provide 
our clients with a one-stop production line, starting with 
the authoring of documents and going on to localizing,  
designing and editing, digital publishing, two-way elec-
tronic manual production and database establishment. 
With this business direction, we are striving to grow into 
and excel as a leader in global technical communications.
Saltlux, Inc. 5~7F, Deokil Building, 967 Daechi-dong, Gangnam-gu, 
Seoul 135-848, South Korea, 822-379-8444, Fax: 822-379-5996,  
E-mail: tcsales@saltlux.com, Web: www.saltlux.com

  
TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN is a solidly established Asian MLV with 
more than 45 years’ experience. Our services encompass 
translation, localization engineering, DTP, MT post-editing, 
workflow/process consulting and project management. TOIN 
offers global reach and exceptional strength in Asia, with head- 
quarters in Tokyo and additional operations in the United 
States, Europe, China and Korea. The company has been 
helping Global 1000 companies in industries such as auto-
motive, IT, telecommunications, life sciences, e-learning, 
computer software/gaming, semiconductors and consumer 
products.
TOIN Corporation 
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo  
105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514, E-mail: 
toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Minneapolis, MN, 612-926-0201, E-mail: aki-ito@ 
to-in.co.jp, Web: www.to-in.com  
Europe London, United Kingdom, 44-20-8644-8685, E-mail: 
michael-stephenson@to-in.co.jp, Web: www.to-in.com 
China Shanghai, P.R. China, 86-21-3222-0012, E-mail: shen-yi@
to-in.co.jp, Web: www.to-in.com  
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transcript GmbH & Co. KG
Languages All Description transcript is a leading provider 
of translation services specializing in technical transla-
tions and software localization. The company’s specific 
focus is on business and ERP software, and it has a di-
versified customer portfolio. Thanks to our global part-
ner network, we are equipped to handle both large-scale 
projects as well as smaller speciality items. With our per-
manent staff of experienced in-house specialists plus a 
carefully-selected and maintained pool of freelance trans-
lators, transcript has earned itself the reputation of being 
a reliable and flexible business partner. The deployment 
of state-of-the-art CAT tools ensures efficient translation 
cycles with high throughput, and it also guarantees con-
sistent terminology.

transcript GmbH & Co. KG Beethovenstrasse 8, 50674 Köln, Germany, 
49-221-272738-10, Fax: 49-221-272738-11, E-mail: contact@ 
transcript.de, Web: www.transcript.de 

 
Ushuaia Solutions 
Languages Spanish (all varieties), Portuguese (Brazil) Des-
cription Ushuaia Solutions is a fast-growing Latin American 
company providing solutions for translation, localization 
and globalization needs. Ushuaia Solutions is focused on 
being creative and proactive to meet tight time frames with a 
high level of quality and a cost-effective budget. Customizing 
its processes, Ushuaia assures project consistency and tech-
nical and linguistic accuracy, thus reducing clients’ time-
to-market. Ushuaia combines state-of-the-art technology 
with top-notch experienced native translators, editors and 
software engineers. Our mission is to work together with our 
clients, thereby creating a flexible, reliable and open relation-
ship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 
54-341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia 
solutions.com, Web: www.ushuaiasolutions.com See ad on page 19

VistaTEC
Languages All Description VistaTEC is a leading provider 
of globalization services and specializes in the localization 
and testing of enterprise, mobile and desktop applications. 
VistaTEC provides translation, technical consulting, engi-
neering and testing, language review, transcreation and 
brand integrity services during the design, development and 
marketing cycles of client’s products.
VistaTEC 
Europe VistaTEC House, 700 South Circular Road, Kilmainham,  
Dublin 8, Ireland, 353-1-416-8000, Fax: 353-1-416-8099 
USA East 2706 Loma Street, Silver Spring, MD 20902, 301-649-
3012, Fax: 301-649-3032
USA West 1800 West El Camino Real, Suite 108, Mountain View,  
CA 94040, 408-898-2357 Fax: 408-898-2362
E-mail: info@vistatec.com, Web: www.vistatec.com
See ad on page 15

WhP International
Languages All European and major Middle Eastern and Asian 
languages, including local variants Description Since 1994, 
WhP International has offered a set of linguistic and tech-
nologic solutions, dedicated to each client’s needs. WhP has  

become for several years a renowned actor in the transla-
tion and localization world. By placing clients’ needs at the 
forefront and by carrying out huge efforts and best prac-
tices for each individual client, WhP has gained the loyalty 
of international accounts (such as Cegos, Demos, BMGI, 
Cross-knowledge, Samsonite, Amadeus and HP) in the fields 
of software, online applications, training and e-learning, 
video games, and so on. WhP maintains its headquarters in 
France with local offices and production centers in China 
and Slovakia.
WhP Espace Beethoven BP102, F06902 Sophia Antipolis Cedex, 
France, 33-493-00-40-30, Fax: 33-493-00-40-34, E-mail: enquiry 
@whp.net, Web: www.whp.net 

Xlated Ltd.
Languages Italian, French, Spanish, Portuguese, German, 
Russian Description Xlated is a young and dynamic local-
ization service provider, founded and managed by transla-
tors with 15+ years of specialization in software localization. 
Thanks to a proven knowledge of internationalization and 
localization processes, a team of highly skilled and moti-
vated professionals, and an intelligent use of the most 
recent translation technologies, we offer a wide range of  
multilingual services for small to large and complex soft-
ware localization projects. Services include terminology 
management, translation of GUI and user documentation, 
linguistic and functional quality assurance, engineering, 
multiplatform DTP and consulting. 
Xlated Ltd. Riverbank, Kells Business Park, Kells, Co. Meath, Ireland, 
+353-(0)46-9250005, E-mail: info@xlated.com, Web: www.xlated.
com See ad on page 34

locAlizAtion tools

SDL 
Description SDL, the leader in Global Information Manage-
ment, enables companies to engage with their customers 
throughout the customer journey – from brand awareness, 
to sales and after-sales support – across languages, cultures 
and channels. SDL’s best-of-breed web content manage-
ment, eCommerce, structured content and language tech-
nologies, combined with its language services drive down 
costs of content creation, management, translation and 
publishing to increase conversion ratios and customer sat-
isfaction. Learn more at  www.sdl.com.

SDL Globe House, Clivemont Road, Maidenhead SL6 7DY United 
Kingdom, +44-1628-410-100, E-mail: kshauger@sdl.com, Web: 
www.sdl.com See ad on page 64

nonprofit orgAnizAtions

 
The Rosetta Foundation
Languages All Description Access to information is a fun-
damental right. We want to relieve poverty, support health 
care, develop education and promote justice through access 
to information and knowledge across the languages of the 
world. The Rosetta Foundation supports the not-for-profit 
activities of the localization and translation communities. It 
works internationally with those who want to provide equal 
access to information across languages, independent of  

economic or market considerations, including localization 
and translation companies, technology developers, not-for-
profit and non-governmental organizations. 
The Rosetta Foundation Unit 13 Classon House, Dundrum Business 
Park, Dublin 14, Ireland, +353-87-6736414, E-mail: info@therosetta 
foundation.org, Web: www.therosettafoundation.org 

 
Translators without Borders
Languages English, French, Spanish, German, Italian, 
Portuguese, Dutch, Russian, Arabic, Chinese, Swedish De-
scription Translators without Borders is an independent 
registered nonprofit association based in France that assists 
non-governmental organizations (NGOs) by providing free,  
professional translations. Founded by Lexcelera in 1993, 
Translators without Borders has provided over two mil-
lion dollars worth of free translations. Thanks to the funds 
saved, NGOs are able to extend their humanitarian work.
Translators without Borders Passage du Cheval Blanc, 2 rue de la 
Roquette, 75011 Paris, France, 33-1-55-28-88-09, Fax: 33-1-55-
28-88-09, E-mail: twb@translatorswithoutborders.org, Web: www 
.translatorswithoutborders.com

trAnslAtion  

MAnAgeMent systeMs

Projetex: Translation Management System
Version 8.5, Windows

Languages English, Arabic , Bulgarian, Simplified and Tradi-
tional Chinese, Croatian, Dutch, Estonian, Finnish, French,  
German, Greek, Hebrew, Hungarian, Italian, Japanese, Pol-
ish, Brazilian Portuguese, Portuguese, Romanian, Russian, 
Serbian, Slovenian, Slovak, Spanish, Turkish, Ukrainian  
Description Twelve years ago Projetex was the first transla-
tion management system around. Now it is the most com-
prehensive translation management software for translation 
agencies, with over 250 distinct features developed from 
1999 to 2011. By using this translation management system, 
you can double the productivity of your project managers. 
Let them work regular office hours without the need for 
overtime. Make them more happy and motivated by estab-
lishing a clear workflow and reliable collaboration platform. 
Built-in AnyCount word count software and CATCount. 
Used by 750 translation agencies in 59 countries worldwide. 
Live chat support. Multiple testimonials and business cases. 
Special discount for MultiLingual readers.

Advanced International Translations Arhitektora Gorodetskogo 11b, 
Kiev 01001, Ukraine, +380-44-221-24-01 Fax: +380-44-221-24-30, 
E-mail: support@translation3000.com, Web: www.projetex.com  

MultiCorpora
Multiple Platforms

Languages All Unicode languages Description As lan-
guage technology experts since 1999, MultiCorpora is 
exclusively dedicated to providing language technology 
software solutions to enterprises, language service pro-
viders and governments. Its flagship product, MultiTrans 
Prism, offers an innovative and complete turn-key trans-
lation management system. MultiTrans Prism is an enter-
prise client-server application that consists of four core 
components which, together or individually, enable com-
munications in more than one language; they are business 
management, project management (workflow), advanced 
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translation memory and terminology management. RR 
Donnelley, Nomura, the Translation Bureau of Canada, 
UNESCO and many others rely on MultiTrans to manage 
their mission-critical translation operations. 
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,   

J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-778- 

0801, E-mail: info@multicorpora.com, Web: www.multicorpora.com 

See ad on page 39

Plunet BusinessManager
Multiple Platforms

Description Plunet develops and markets the business and 
workflow management software Plunet BusinessManager 
— one of the world’s leading management solutions for the 
translation and localization industry. Plunet BusinessManager 
provides a high degree of automation and flexibility for 
professional language service providers and translation 
departments. Using a web-based platform, Plunet integrates 
translation software, financial accounting and quality man-
agement systems. Various functions and extensions of Plunet 
BusinessManager can be adapted to individual needs within a 
configurable system. Basic functions include quote, order and 
invoice management, comprehensive financial reports, flex-
ible job and workflow management as well as deadline, docu-
ment and customer relationship management.
Plunet GmbH Prenzlauer Allee 214, D-10405 Berlin, Germany, 49-
30-322971340, Fax: 49-30-322971359, E-mail: info@plunet.net, 
Web: www.plunet.net See ad on page 8

Wordbee
Enterprise Version, Multiple Platforms

Languages All Unicode Languages Description Wordbee 
provides you with all the features and functionality found 
in traditional enterprise TMS products, combined with real-
time team collaboration and flexible, intuitive workflows, 
project management environment and an intuitive user in-
terface. Implementation is remarkably straightforward, with 
no servers to purchase, complex migration steps or consul-
tants needed for implementation. No need to integrate and 
pay licensing for multiple translation and workflow tools! If 
you need to improve control and efficiency or want to sup-
port collaboration within your teams – consider Wordbee.  

Wordbee S.A. 66 rue de Luxembourg, L- 4221 Esch-sur-Alzette,  

Luxembourg, +352-54-55-80-875, Email : info@wordbee.com

Wordbee USA 1631 NE Broadway, #251, Portland, Oregon 97232, 

503-287-0023, Email: usa@wordbee.com, Web: www.wordbee.com 
See ad on page 26

 
XTRF Translation Management Systems 
Multiple Platforms

Description XTRF is a global management system for trans-
lation agencies. With built-in cutting-edge Java technology, 
XTRF is a flexible, customizable and web-based software, 
enabling web access for a company’s suppliers and custom-
ers. It’s designed to help translation companies to stream-
line all of their daily activities, and it guarantees smooth 
management of the company while reducing administrative 
costs. Project management, invoicing, quotations, ISO 9001 
reports and CRM are the main fields covered by the system. 
Designed by translation and localization professionals and 
created by the best IT team, this powerful tool will reduce 
the time spent on repetitive tasks and increase a company’s 
effectiveness.
XTRF ul. Walerego Sławka 3, 30-653 Kraków, Poland, 48-12-2546-
126, Fax: 48-12-2546-122, E-mail: sales@xtrf.eu, Web: www.xtrf.eu 

trAnslAtion services

 
Arcadia Translations
Languages English, Spanish (all variants), Brazilian Portu-
guese Description Arcadia Translations, a translation agency 
based in Argentina, provides translation and localization 
services from English into Spanish and Brazilian Portu-
guese. We value quality, words and communication, and we 
offer integral linguistic solutions that include a wide range 
of services such as translation, editing and proofreading of  
documentation, software localization, web solutions, voice-
over and DTP services. We have an experienced in-house 
staff who guarantees our high standard of quality. Our 
values as a company are cost-effectiveness, responsiveness, 
customer-oriented service, reliability and fast turnaround.
Arcadia Translations Marcelo T. de Alvear 1671 piso 8 dpto 50, 
Buenos Aires 1060, Argentina, 5411-5353-3390, Fax: 5411-5353-
3395, E-mail: info@arcadia-t.com, Web: www.arcadia-t.com

 
BENEXtra Korea 
Languages Chinese, Japanese, Korean Description BENEXtra 
Korea, one of the top quality localization/translation ven-
dors in Asia, enjoys an excellent reputation and wide rec-
ognition among world-class players such as Dell, IBM, 
Microsoft, CA, Google, Autodesk, Cisco and the California 
state government. With our hands-on, practical experience 
in IT marketing collateral translation, software localization, 
Asian language localization, and our accumulated expertise 
in audio translation, we are ready to work together with 
you, helping you sustain growth and create and capture 
new value.
BENEXtra Korea Second Floor, Gukdong Building 1163-7, Gaepo-
Dong, Gangnam-Gu, Seoul 135-960, Korea, 82-2-572-4987, 
Fax: 82-2-3462-4987, E-mail: info@benextra.com, Web: www 
.benextra.com See ad on page 17

 
Choose Us and Speak With the World
Languages 37 languages Description Biro 2000 is located 
in the heart of Europe (Slovenia). We’ve been in business 
since 1992. Our clients come from all areas of industry, but 
for the past few years our work priorities have concentrated 
on the following areas of expertise: life sciences, legal, IT, 
cell phone, automotive and technical industries. Our work 
has focused on Eastern European languages. We’re ISO 
9001:2008 and EN15038:2007 certified. We utilize the fol-
lowing programs in our work: memoQ server, Trados SDL 
Synergy, Across Language Server and Transit XV. 
BiroTranslations (Biro 2000 d.o.o.) Stegne 7, 1000 Ljubljana, 
Slovenia, +386-1-513-18-20, Fax: +386-1513-18-21, E-mail: 
biro2000@biro2000.com, Web: www.birotranslations.com See 
ad on page 6

  
CETRA Language Solutions
Languages All Description CETRA gives you peace of  
mind because it delivers high-quality, on-time, cross- 
cultural communications and professional, friendly, respon-
sive service. CETRA follows the ASTM Quality Assurance in 
Translation and Language Interpretation Services standard 
guides. As a member of the US delegation to ISO, CETRA is 

actively involved in developing an international translation 
quality standard. CETRA is involved in the language industry 
at the highest level, with the company president serving in 
leadership positions at the American Translators Association, 
American Foundation for Translation and Interpretation, 
and Fédération Internationale des Traducteurs.
CETRA, Inc. 7804 Montgomery Ave., Suites 7-10, Elkins Park, PA 
19027, 215-635-7090, 888-281-9673, Fax: 215-635-6610, E-mail: 
info@cetra.com, Web: www.cetra.com

    
Diskusija – Translation and Localization
Languages Central and Eastern European languages De-
scription Founded in 1993, Diskusija specializes in tech-
nical translation and localization services from Western 
European languages into all Central and Eastern European 
languages with a strong focus on Baltic languages (Lithu-
anian, Latvian, Estonian). Our experienced team is able to 
handle projects of any complexity. We guarantee a profes-
sional and personal approach to our clients’ needs, the use 
of state-of-the-art industrial technology, quality manage-
ment at all stages of a project, on-time delivery, competi-
tive rates and flexibility. We have extensive expertise in the 
following industries: IT, software, hardware, telecommu-
nications, medical equipment, medicine, pharmacology, 
accounting, finance, automotive industry, electronics, leg-
islation and EU documents.
Diskusija Seimyniskiu g. 1A, LT-09312 Vilnius, Lithuania, 370-5-
2790574, Fax: 370-5-2790576, E-mail: diskusija@diskusija.lt, Web: 
www.diskusija.lt 

Follow-Up Translation Services
Languages English, Brazilian Portuguese Description 
For 22 years, Follow-Up has been one of the best single-
language translation companies in Brazil. We’re equipped 
with a large network of professional translators, effectively 
trained project managers and state-of-the-art technology 
resources. We’re capable of working locally and on the 
cloud. Our areas of expertise include IT, finance, medicine 
and marketing, among others. Follow-Up’s main partner 
and founder, Luciana Lavôr, is now a certified localization 
professional by California State University. Another partner 
at the company, Ana Beatriz Fernandes, has recently become 
an official public sworn translator. Therefore, under her 
supervision, we also have a legal translations department.
Follow-Up Rua Visconde de Pirajá, 351, Sala 815, Rio de Janeiro,  
RJ 22410-003 Brazil, 55-21-3553-7223, Fax: 55-21-3553-7223,  
E-mail: info@follow-up.com.br, Web: www.follow-up.com.br  

  

ForeignExchange Translations
Languages 42 languages and growing Description Foreign- 
Exchange is the global leader in providing translation 
services to life sciences companies. We work with many 
of the biggest pharmaceutical companies, medical device 
manufacturers, biotech companies and CROs. Our pro-
prietary Multilingual Compliance Process combines expert 
linguists, best-of-breed technology and measurable transla-
tion quality in a process that is both robust and completely 
scalable, ensuring your projects are finished on time and 
within budget. For more information on how we can help 
meet your translation requirements or for a quote on your 
next translation project, please contact us directly or visit 
our website at www.fxtrans.com.
ForeignExchange Translations 1001 Watertown Street, 3rd Floor, 
Newton, MA 02465, 617-559-9760, Fax: 617-559-9764, E-mail: 
getinfo@fxtrans.com, Web: www.fxtrans.com
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KERN Global Language Services  
Your language partner
Languages All Description KERN Global Language Services  
is a leading provider in the area of global communication 
with over 40 offices worldwide. With more than 40 years 
of experience, our services include translation and inter-
preting in all languages; software, multimedia and website  
localization; terminology management; multilingual desktop 
publishing; and individual and corporate language train-
ing in all major languages. KERN has established itself as a 
preferred insourcing and outsourcing solution provider for 
language services. We serve clients in all industry sectors, 
including the automotive, medical, pharmaceutical, chemi-
cal, IT and financial services industries. To learn more about 
us, please visit www.e-kern.com.
KERN Global Language Services 
USA The Helmsley Building, 230 Park Avenue, Suite 1517, New York, NY 
10169, 212-953-2070, Fax: 212-953-2073, E-mail: info@e-kern.com
Europe Kurfuerstenstrasse 1, 60486 Frankfurt/Main, Germany, 
49-69-7560730, Fax: 49-69-751353, E-mail: info@e-kern.com 
China Gold & Silver Commercial Building, Unit 904, 12-18 Mercer 
Street, Sheung Wan, Hong Kong, 852-2850-4455, Fax: 852-2850-
4466, E-mail: info@e-kern.com, Web: www.e-kern.com  

  
LIDO-LANG Technical Translations
Languages All Description LIDO-LANG Technical Trans-
lations, based in Poland, is one of the leading translation com-
panies in Central Europe. Having the capacity to offer services 
in virtually all world languages, we specialize in Central and 
Eastern European languages. LIDO-LANG specializes, above 
all, in technical translation, but thanks to our network of over 
2,000 translators specializing in different branches, we also 
work in IT and telecommunication; advertising and market-
ing; economics and finance; law; technology and industry; 
medicine and science. The quality of our services is enhanced 
by over 50 years’ experience in the translation sector and by 
the quality certificates of ISO 9001 and EN 15038 standards.
LIDO-LANG Technical Translations ul. Walerego Sławka 3, 30-653 
Kraków, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail:  
office@lidolang.com, Web: www.lidolang.com 

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service trans-
lation and localization agency specializing in the adaptation 
of marketing and communications materials into most of the 
world’s languages. Our enterprise language solutions range 
from glossary development and maintenance to translation 
memory deployment and global content management. In 
today’s highly competitive global environment, it is becom-
ing increasingly difficult to differentiate one translation 
agency from another. We stand apart by taking the most pro-
active approach to quality in the industry, utilizing stringent 
project management procedures, offering one of the most 
aggressive rate structures available and applying a sincere 
dedication to providing the best possible service.
LinguaLinx Language Solutions, Inc. The LinguaLinx Building, 122 
Remsen Street, Cohoes, NY 12047, 518-388-9000, Fax: 518-388-
0066, E-mail: info@lingualinx.com, Web: www.lingualinx.com 

Medical Translations Only
Languages 45, including all EU languages Description 
MediLingua is one of the few medical translation special-
ists in Europe. We only do medical. We provide all European 

languages and the major languages of Asia and Africa, as well 
as translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers; national 
and international medical organizations; and other customers 
in the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information for 
patients, medical students and physicians; scientific articles; 
press releases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburgerweg 
10, 2333 AA Leiden, The Netherlands, +31-71-5680862, Fax: +31-
71-5234660, E-mail: simon.andriesen@medilingua.com, Web: www 
.medilingua.com See ad on page 35

  
Neotech
Languages From major European languages into Russian, 
Ukrainian, Kazakh and Azeri Description Neotech is the 
largest translation company in Russia and CIS countries, 
offering a full range of linguistic services to global corpora-
tions. Neotech is the first translation company on the Russian 
market that has certified its quality management system to 
international ISO 9001:2000 standards. Neotech’s key areas of 
expertise are in the oil and gas industries, auto manufacturing, 
medical, information technologies and telecommunications. 
The business techniques introduced and applied by the com-
pany currently serve as the best practice within the transla-
tion industry. Neotech is leading the drive to continuously 
develop translation market standards and to implement new 
levels of business and interpersonal communications into the 
translation industry within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, 107076 Moscow, Russia, 7-495-
787-3331, Fax: 7-495-787-1189, E-mail: sales@neotech.ru, Web: 
www.neotech.ru 

PTSGI 
Languages English, Traditional and Simplified Chinese,  
Japanese, Korean, Thai, Malay, Indonesian, Tagalog, Viet-
namese, Arabic, Farsi, Russian, German, French, Italian, 
Spanish, Dutch, Czech, Polish, Hungarian, Turkish, Greek, 
Norwegian, Danish, Hebrew, Irish, Finnish, Swedish, Luxem-
bourgish, Romanian, Urdu, Ukrainian, Nepali, Latin, Latvian, 
Slovak, Slovenian, Bengali, Hindi, Pashto, Tamil, Punjabi, 
Singhalese, Marathi, Hmong, Khmer, Lao, Burmese, Mon-
golian, Somali Afrikaans, Armenian Description For over 
45 years, PTSGI remains the largest language service pro-
vider in Taiwan providing multilingual translation, website 
and software localization, interpretation, desktop publish-
ing, technical writing, game software and online translation 
into more than 100 languages. Our expert teams are skilled 
in a wide range of software that includes Trados, SDLX,  
Transit, CATALYST, RC-WinTrans, Idiom, Across, Multilizer, 
Passolo, RoboHelp, FrameMaker, QuarkXPress, PageMaker, 
InDesign, Photoshop, Adobe Acrobat, CorelDraw, Illustrator, 
Freehand and Dreamweaver. We view our projects from the 
customers’ perspective and in turn gain the trust of our cli-
ents, steering our commitment to provide not just transla-
tion services but complete solutions.

PTSGI 6F, #23 Section 6, Min-Chuan East Road, Taipei City 11494, 
Taiwan, 886-2-8791-6688, Fax: 886-2-8791-7884, E-mail: market 
@ptsgi.com, Web: www.ptsgi.com

Rheinschrift Übersetzungen, Ursula Steigerwald
Language German to/from major European languages 
Description Professional globalization requires experi-
ence. Over the past two decades, we have developed into a 

top international company specializing in the precise tun-
ing of your documentation and texts to the standards and  
mentalities of the German-speaking world. Our strength lies 
in our work for well-known software and hardware manu-
facturers. Furthermore, we also offer traditional translation 
services for the business, technology, legal and medical sec-
tors. Our team of competent employees provides the very 
best quality within the respectively agreed time frame, even 
if matters are a little more urgent.
Rheinschrift Übersetzungen, Ursula Steigerwald Rolshover 
Strasse 99, D-51105 Cologne, Germany, +49-(0)221-80-19-28-0, 
Fax: +49-(0)221-80-19-28-50, E-mail: contact@rheinschrift.de, 
Web: www.rheinschrift.de See ad on page 25

 
Translation and localization into Polish 
Language Polish Description Ryszard Jarza Translations is 
an established provider of Polish translation, localization, 
marketing copy adaptation and DTP services. We focus 
primarily on life sciences, IT, automotive, refrigeration and 
other technology sectors. Our in-house team is comprised 
of experienced linguists with medical, engineering and 
IT backgrounds. We guarantee a high standard of quality 
while maintaining flexibility, unparalleled responsiveness 
and reliability. Our services are certified to EN 15038:2006. 
Ryszard Jarza Translations ul. Barlickiego 23/22, 50-324 Wrocław,  
Poland, 48-601-228332, E-mail: info@jarza.com.pl, Web: www 
.jarza.com.pl See ad on page 35

Skrivanek s.r.o.
Languages All, with a focus on Central and Eastern Europe 
Description Skrivanek is a world leader in providing a wide 
range of language services, specifically translations spanning a 
multitude of languages and the effective localization of prod-
ucts on international markets. Established in 1994,  Skrivanek 
has managed to dominate the European translation market, 
creating a network of 53 branches covering 14 countries. Its 
well-stocked staff of professional translators, experienced 
project managers and dedicated software engineers and DTP 
specialists has enabled Skrivanek to provide outstanding qual-
ity translation and localization services in any conceivable lan-
guage and volume, creating an enviable clientele representing 
major leading corporations in various industries. Skrivanek’s 
quality of service is backed by EN ISO 9001:2001 certification.
Skrivanek s.r.o. International Project Management Centre, Na 
Dolinách 22,147 00 Prague, Czech Republic, 420-233-320-560, 
Fax: 420-241-090-946, E-mail: info@skrivanek.com, Web: www 
.skrivanek.com See ad on page 30

SpanSource
Languages Focus on Spanish and Portuguese, other language 
combinations through partners Description SpanSource 
provides translation, localization and related services from 
Western European languages into all regional varieties of 
Spanish as well as other language combinations through our 
network of select SLV partners. Our domain focus is on health 
care and life sciences, software and IT, heavy machinery and 
automotive, legal and financial, oil and gas, corporate train-
ing and educational materials. Our comprehensive service 
portfolio also includes unparalleled desktop publishing and 
multimedia localization engineering support for e-learning 
materials. Our in-house staff of 25 includes project manag-
ers, senior linguists, desktop publishers, software engineers 
and graphic designers, which prove to be fundamental in 
SpanSource’s centralized, customer-centric approach.
SpanSource SRL Santa Fe 1264, 1ºB, Rosario, S2000ATR Argentina, 
54-341-527-5233, Fax: 54-341-527-0035, E-mail: info@span 
source.com, Web: www.spansource.com 
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TripleInk Multilingual Communications
Languages All major commercial languages Description As 
a multilingual communications agency, TripleInk has pro-
vided industrial and consumer products companies with 
precise translation and multilingual production services for 
audio-visual, online and print media since 1991. Our expe-
rience in adapting technical documentation and marketing 
communication materials covers a wide range of industries, 
including biomedical and health care; building and con-
struction; financial services; food and agriculture; high-tech 
and manufacturing; and hospitality and leisure, as well as 
government and nonprofit organizations. Using a total 
quality management process and state-of-the-art software 
and equipment, our team of foreign language professionals 
delivers the highest quality translations in a cost-effective 
and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2800, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com  

trAnslAtion tools

 
Kilgray Translation Technologies
Windows

Languages All Description Kilgray Translation Technolo-
gies is the world’s fastest growing provider of computer-

assisted translation tools. In 2005 the company launched 
the first version of memoQ, an integrated client-server 
translation environment designed to facilitate interoper-
ability and teamwork. All of Kilgray’s products — memoQ, 
the memoQ server, qTerm and the TM Repository —  
optimize productivity and control of the entire translation 
process and environment. Rated #1 by Common Sense  
Advisory among translation-centric TMS systems, and 
used by thousands of translators, language service provid-
ers, and enterprises throughout the world, memoQ and 
other Kilgray tools are accepted and appreciated as pre-
miere translation technologies.
Kilgray Translation Technologies P.O.B. 7, H-1255 Budapest,  Hunga-

ry +36-30-383-9435, Fax: +36-1-312-6019, E-mail: sales@kilgray 

.com, Web: www.kilgray.com See ad on page 9

MadCap Lingo
Windows

Languages Unicode support for all left-to-right languages 
Description The leaders in technical communication bring 
you MadCap Lingo, an XML-based translation memory 
(TM) tool designed to improve translation efficiency, elimi-
nate redundancies and reduce project costs. MadCap Lingo 
offers an easy-to-use interface, Unicode support for all left-
to-right languages, and a rich list of features for assisting 
translators throughout the localization process, including 
support for the major industry TM systems. MadCap Lin-
go also includes tracking and organization capabilities to 
support large, single-source, multichannel publishing pro-
jects. Through its strategic partner Microsoft Corporation,  

MadCap delivers solutions optimized for Microsoft Win-
dows, Visual Studio, and the .NET environment. Free trial 
downloads are available at www.madcapsoftware.com. 
MadCap Software, Inc. 7777 Fay Avenue, La Jolla, CA 92037, 

858-320-0387, 888-623-2271, Fax: 858-320-0338, E-mail: sales 

@madcapsoftware.com, Web: www.madcapsoftware.com See ad on 
page 2

SYSTRAN 
Multiple Platforms 

Languages 52 language combinations Description 
SYSTRAN is the market leading provider of machine trans-
lation solutions for the desktop, enterprise and internet. Our 
solutions facilitate multilingual communications in 52+ lan-
guage pairs and in 20 domains. SYSTRAN Enterprise Server 
7, our latest achievement, is powered by our new hybrid MT 
engine which combines the predictability and consistency of 
rule-based MT with the fluency of the statistical approach. 
The self-learning techniques allow users to train the soft-
ware to any specific domain to achieve cost-effective, pub-
lishable quality translations. SYSTRAN solutions are used 
by Symantec, Cisco, Ford and other enterprises to support 
international business operations. For more information, 
visit www.systransoft.com.
SYSTRAN Software, Inc.
North America 4445 Eastgate Mall, Suite 310, San Diego, CA 92121, 
858-457-1900, Fax: 858-457-0648
Europe Paroi Nord - La Grande Arche, 1, Parvis la Défense, 92044 
Paris La Défense Cedex, France, 33-825-80-10-80, Fax: 33-1-46-98-
00-59, E-mail: info@systransoft.com, Web: www.systransoft.com 
See ads on pages 45, 51
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MultiLingual can help your students better understand the intersection of language, technology and culture 
via timely articles written by experts around the world. We can do this by providing you with print and digital 
subscriptions plus other resources on www.multilingual.com.

Your students can learn about:

	 •	Globalization	 •	Internationalization	 •	Managing	virtual	teams

	 •	Project	management	 •	Translation	 •	Web	design	

	 •	Localization	 •	Building	a	business	in	another	country

Contact us at subscriptions@multilingual.com to learn more about using MultiLingual in your classroom.

MultiLingual  has a special message for educators
    – we want to help you in the classroom.

www.multilingual.com
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T
projects. And after the translation is done, we should once more 
use tools to check if the terminology was actually followed.

T is for translation. It ruins the acronym a bit, but we have to 
translate. This could be computer-aided translation or machine 
translation, and there are various technology tools to help us.

A is for automation. After we translate, we should start revis-
ing the translation, relying heavily on automation instead of 
human work. There are many automated quality checks that can 
be performed using tools and rules to find specific issues. Let’s 
not forget the oldest automated check, the spellchecker! Also, if 
the source segment equals the target segment, there is a chance 
that the segment was not translated. If the same source seg-
ment is translated in two different ways, there is a chance of an 
inconsistency. We all know that there is a human validating the 
errors, so the term automated does not mean “non-human,” but 
it does emphasize the automated nature of finding the errors as 
opposed to reading the whole text. 

R is for revision. The EN 15038 standard defines revision as 
the task where someone looks at the source and target to find 
errors. For many people, this is also what the E in TEP stands 
for. So, this task is the familiar human review of the transla-
tion. However, it will be more efficient if extensive automated 
checks eliminate a variety of errors, and only the errors that 
can be caught by humans, such as a misunderstanding of the 
source language, are left.

S is for signoff. A review in the final format that will be seen 
by the end user of the translation is not to be underestimated. 
I have a printer manual that contains Danish segments among 
the Portuguese translation. This is the kind of error that we want 
to prevent with this task. However, this should not be a linguis-
tic task in the sense that you should not be fully reading the 
content. The time to find these kinds of errors has passed. Here 
you’re trying to find major errors without reading every word.  M

Translation, editing and proofreading (TEP) is 
dead as a process, yet many language service 
providers (LSPs) still offer it, and many customers 
still expect it. So, TEP is probably a zombie, dead 
but unaware of it, walking around yearning for 
human flesh.

Since the need to achieve translation quality that origi-
nated from TEP still exists, I am taking the liberty to propose 
replacing TEP with a different process to achieve that quality 
and possibly with a different acronym: STTARS. The main idea 
is that there is a lot of computer-assisted work that can be 
done to improve quality, while TEP tends to lead us to think of 
purely human tasks.

S is for source analysis. The first task that we should under-
take goes straight into the heart of quality: the source lan-
guage. We should be looking at the source content and trying 
to anticipate questions and problems for translation. These may 
cause confusion, more work or rework if they are asked later 
in the process, such as during translation, for example. Source 
analysis can be intensively computer-assisted. Many sources of 
confusion can be systematically extracted from the source, then 
clarified and smoothly translated into 30 languages later. It is 
possible, for example, to use tools and create rules to find all the 
acronyms in the source content. Acronyms are a pain to trans-
late. So let’s clarify them! And let’s do it before translation. The 
questions that we ask during source analysis are questions that 
will not be asked later 30 different times for 30 languages.

T is for terminology. We should extract terminology terms 
before translation, and this can also be a computer-assisted task. 
Terminology is a big money maker, and we might be missing out. 
It actually can make things better, cheaper and faster. Think of 
a term that appears 1,800 times in a software product and can 
be inserted with a keystroke and translated consistently 1,800 
times. Feel the savings and quality? We can also collect terms 
that are really important for the success of a product in a certain 
country — or actually in all countries. They can be researched 
and explained, then translated and validated by an expert. Then 
all 30 languages will use a high-quality translation for these 
terms consistently throughout the entire project — and future 

Silvio Picinini is a quality manager at Lionbridge Technologies. 
Prior to Lionbridge, he worked as an in-house translator for 
Oracle. This article expresses the author’s views and does not 
necessarily reflect those of Lionbridge. 

To offer your own Takeaway on a language-industry issue, send a 
contribution to editor@multilingual.com.

Silvio Picinini 

Reach for the STTARS
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